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BUTTERICK 
MOTTO 


Don’t waste 
your time 
chasing a 
wild goose, 
expecting to 
find an os- 
trich feather 


Don’t waste 
your time and 
money using 
small and cheap 
circulations, ex- 
pecting to get 
large and profit- 





























able results from 
your advertising, when you can get profitable results 
quickly by using large and influential circulations. 


Successful advertisers recommend the continuous use of large 
space in the advertising columns of THE BUTTERICK TRIO, 
composed of THE DELINEATOR, THE DESIGNEK and the NEw 
IDEA WOMAN’S MAGAZINE. We have records of advertising 
successes that would convince you that they are right. If your 
goods are right, we will lend you our Trade-Aid Department 
to help you to add your business to the list of successes of 


The Butterick Trio 


(THE DELINEATOR—THE DESIGNER—NEW IDEA WOMAN’S MAGAZINE) 


The December Trio forms close October 10 and will go to over 1,500,000 
buyers on November 12, and costs only $6.65 a line to reach over 7,500,000 
readers. No advertising that is as good costs as little. For further infor- 
mation, address 


THOMAS BALMER, Advertising Manager 


Butterick Building, New York 
W. H. BLACH, Western Adv. Manager, 200 Monroe St., Chicage, Ill. 
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DERRICK AND STARKE CON- 
SOLIDATE. 





M. Lee Starke, the New York 
special agent, has just acquired a 





large interest in the Paul E. Der- 
tick Advertising Agency, and the 
latter is now being remodeled on 
lines that will not only make it 


Mr. PAvUL E. DERRICK. 


one of the most effective in the 
United States, but will place it 
among the few advertising agencies 
in the world operating internation- 
ally. Immediately after the con- 


solidation Mr. Derrick sailed for 
London, where he will reside per- 
manently, supervising all the busi- 
ness in Great Britain and on the 
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Continent. On October 15 Mr. 
Starke severs his connection as 
special New York and Chicago 
representative of the Washington 
Star, Minneapolis Journal, Mon- 
treal Star, Baltimore News and 
Indianapolis News, and will take 
entire charge of the Derrick 
agency’s business jin the United 
States and Canada. Mr, Derrick 
is president of the agency under 
the new arrangement, while Mr. 
Starke acts as secretary-treasurer. 
No stock is held by other parties. 
The concern will continue to be 
known as the Paul E. Derrick Ad- 
vertising Agency. The London 
office has been moved to 37 Nor- 
folk street, Strand, W. C. 

Paul E. Derrick bears an en- 
viable name in the advertising and 
publishing world for business in- 
tegrity and creative methods. Long 
a student of advertising from the 
manufacturer’s standpoint, he has 
laid the foundations for some of 
the most important campaigns in 
the world. Fertile of ideas, he 
originated the Gold Dust twins, 
the Pettijohn bears, the old Quak- 
er of Quaker Oats and other well- 
known advertising symbols, and 
his office has handled for many 
years the appropriations of the 
American Cereal Company, N. K. 
Fairbanks Company abroad, and 
other international advertisers. 
Ten years ago Mr. Derrick went 
to London to lay out a campaign 
for Quaker Oats, with the result 
that a’ permanent English office 
was established. The Derrick 
agency also has foreign offices and 
connections in Paris, Vienna, Syd- 
ney, Buenos Ayres, the City of 
Mexico and Cape Town. 

_Mr. Starke has for twelve years 
been one of the most active of the 
special agents. In latter years, it 
is said, his annual salary has been 
between $25,000 and $30,000. His 
list of papers has always been 
unique in that it was made to con- 
form to certain principles in which 
he believes—cleanliness in adver- 
tising, an absolutely unvarying rate 
and known circulation. He has 
also confined his operations to 
afternoon papers, which, as a spe- 
cial representative, he believed to 
be the most productive for the 





greatest number of advertisers, To 
the consolidation he brings an ag- 
gressiveness in business-getting 
that is unique. 


“I have many warm friends in 
the advertising world and also 
many warm enemies,” Mr, Starke 
said last week to a PRINTERS’ Inx 
reporter. “I want to say that 
under the new arrangement each 
will get exactly the same treat- 
ment. No matter who it may be, 
so long as he owns or represents 
a publication in which one of our 
clients can profitably advertise, no 
favors will be shown or former 
bad feeling be permitted to enter 
into what is simply a business rela- 
tion. In Great Britain and Con- 
tinental Europe Mr. Derrick will 
manage the accounts of Armour & 
Company, the Shaw-Walker Co., 
American Cereal Company, Liquid- 
ozone, Remington Typewriters, W. 
B. Corsets, Regal Shoe, N. K. 
Fairbanks Company, Pettiiohn’s 
and Appetizo, with other business. 
His long experience in the English 
field has given him an intimate 
knowledge of rates and conditions. 
This field is very complicated, and 
the importance we attach to it is 
shown by our sending the head of 
the agency to locate there perma- 
nently. Besides an unequaled 
equipment for placing newspaper 
advertising abroad, we have in 
every large town in Great Britain 
a uniformed crew of distributors 
for house-to-house advertising, and 
a force of sales agents who work 
the retail trade and watch local 
conditions. 

“In this country the Derrick 
agency will be a broad exponent of 
every legitimate advertising me- 
dium. I say this in view of my 
own well-known and pronounced 
opinions on the afteroon paper 
question, Newspapers, magazines. 
billboards, bulletin boards, novel- 
ties and literature will be em- 
ployed in conjunction to produce 
the best results for each client. 
Novelties in particular will be em- 
ployed extensively, for we believe 
in them. It will be a departmental 
agency—that is, each great medium 
will be handled by a recognized 
specialist. One very valuable de- 
partment contemplated will pre- 
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pare, illustrate and suggest adver- 
tising for trade journals, giving 
especial attention to newspaper 
publishers’ advertising in such me- 
diums as PRINTERS’ INK, We 
shall also make the new departure 
of using a page regularly in 
Printers’ INK to advertise the 


Derrick agency. I have made pro- 
fitable use of such a page in my 
work as a special representative, 


a strict ten per cent basis, and we 
shall refuse to compete on rates. 
We are not space brokers, but 
producers. We shall never finance 
an advertiser by carrying his ac- 
count on credit. On the first: of 
each month each advertiser will 
receive his bill, and it must be paid 
by the fifteenth. The same policy 
will apply to our own liabilities, 
each publisher's bill being paid 


Mr. M. LEE STARKE. 


and it is a matter of some surprise 
to me that no advertising agency 
has heretofore seen the importance 
of such advertising. 

_ “The Derrick agency will make 
it a rule never to go after an 
account handled by another adver- 
tising agency, but will be entirely 
creative in getting new business. 
Every account will be handled on 


promptly. In my twelve years’ 
experience in New York and Chi- 
cago I have learned the business 
methods and standing of every 
agency, special agency and large 
advertiser. During that period 
there have been only two adver- 
tising agencies to which I have 
never had to present a bill twice. 
These were George P. Rowell & 
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Co. and the Paul E. Derrick 
agency. 
“Our American accounts include 


American Cereal Company, the 
Oneida Community _ silverware, 
Trimble Whiskey, and_ others. 


Every order in London will be 
looked after personally by Mr. 
Derrick, and every one in this 
country by myself. The agency 
will never. have a branch office in 
the United States. We believe 
thoroughly in personal service, and 
only a completely organized cen- 
tral office is competent to give it. 
Only one line of advertising of a 
kind will be handled, as we are 
convinced that competing lines 
cannot be managed harmoniously 
or effectively by the same agency. 
I might add, also, that in studying 
each city in this country for the 
best newspapers I shall be guided 
first by the Roll of Honor in 
PRINTERS’ INK, and next by the 
American Newspaper Directory. 
The principles for which Mr. 
Rowell has stood these thirty-five 
years I have believed in firmly 
enough to embody in my own busi- 
ness. The requirements of the 
Roll of Honor and American 
Newspaper Directory are so few, 
simple and fair, that when a pub- 
lisher refuses to comply with them 
he must have something to hide.” 


THE ROAD TO LIMBO. 


If a man finds that an article which 
is advertised to do certain things is not 
up to the standard of its requirements, 
he probably will not return it with a 
complaint but most likely wiil tell his 
friends of the defection. They in turn 
tell their friends, these pass along the 
words and in a short time this commod- 
ity attains a bad reputation over a large 
section of country. In this way a dis- 
honest advertiser has defeated his own 
plans for gain and, if he keeps up the 
practice of putting upon the market 
goods below the advertised standard, he 
ultimately has to get out of business. 
For, though it requires hard work and 
lots of it to have an article, of whatever 
merit, well received by the public, es- 
tablish a reputation for it and make the 
manufacture of it pay, it is next door 
to an impossibility for an article to re- 
gain the prestige it may have lost 
through the dishonest, advertising meth- 
ods of its manufacturer.—No. 52,430, 
in Star of Hope, Sing Sing Prison. 

Sh — 


“Prano Wispom” is a tasteful book- 
let, plentifully impregnated with testi- 
monials, from the Hobart M. Cable 
Company, Chicago, 








MORE OPINIONS WANTED, 


A correspondent sends the fol- 
lowing question: 


“What would be the total cost of a 14-line 
advertisement placed in all of the reputable 
dailies of the United States?” 

The Little Schoolmaster in order 
to get a competent estimate turned 
the query over to Mr. W. F. 
Hamblin of the Geo. P. Rowell Ad- 
vertising Agency. Mr. Hamblin 
says: 

According to the American Newswspaper 
Directory of 1904 thers are 2,289 daily newspa- 
pers published in the United States. It is 
quite likely that all of them would fiercely de- 
fend their claim to being reputable, at least it 
would not be safe for an advertising agent to 
leave one of them out in answer to the above 
question. 

The advertising agency conducted by Geo, 
P. Rowell & Co. has been in touch with these 
papers since 1865, that means the majority of 
all the daily newspapers in the United States 
were founded since this agency began business 
and in many cases the advertising rates were 
fixed upon by advice of this firm. 

The records of the Rowell Agency show 
that only 5 dailies have a rate in excess of $5 
for 14 lines 1 time. 

12 between $4 and $s. 

4 between $3 and $4. 
38 between $2 and $3. 
157 between $1 and $2, 
And 2,073 less than $1. 

1,600 have a rate between 7s5c. and $1, anda 
very small number have rates ranging from 5c. 
to 25¢. 

The actual figures upon which it would ap- 
pear safe for an agency to accept an order for 
14 lines of space one time in every reputable 
daily paper in the United States might be fixed 
at $1,500 in round figures. This is approxi- 
mately 66%c. per inch as an average for each 


paper. 
aes er 
GINSENG IS A PROFITABLE AD- 
VERTISING CROP. 

Occasionall we receive  invitingly 
worded acon: setting forth the easy 
manner in which fortunes are to be 
made by raising ginseng. Last year we 
got this ginseng root a good deal im- 
bedded in our intellect, and were cas- 
ually looking about for a few waste 
feet of ground to insert some roots into, 
when our friend Z. Pope Vose confided 
to us the fact that at Brunswick he 
had started a ginseng orchard of his 
own and was waiting for nature to take 
her course. Mr. Vose was the first 
gentleman we had really known to en- 
gage in the evolution of ginseng for 
the benefit of the Chinese people, and 
knowing him to be a safe man, con- 
servative and persistent, we concluded 
to forego any experiments on our own 
account and to observe how the gin- 
seng farm at Brunswick came forward. 
If we find at the end of a few years 
that Brother Vose is reveling in a gin- 
seng income of some thousands of dol- 
lars, it will still be in season for us to 
begin, for we have the advantage in 
oint of age.—Courier-Gazette, Rock- 
‘and, Maine. 
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Little Lessons in Publicity.—Lesson 54. 








Editor Zingg says: 
Editor Well 


and Known 


Publisher Authority 


of on 


PRINTERS’ Advertising 


INK Value 





“Mr. M. Lee Starke represents the following newspapers: 


WASHINGTON STAR 
BALTIMORE NEWS 
INDIANAPOLIS NEWS 
MONTREAL STAR and 
MINNEAPOLIS JOURNAL 


“They are all evening papers, they all believe in the principle of stating 
their exact net paid circulation, and they are all members of the ‘Roll of 
Honor,’ a list in which no amount of money could purchase a place for a 
paper which did not have the necessary qualifications. 

“All five papers are high-grade propositions for an advertiser; in fact, 
no prudent advertiser can afford to overlook that group of evening papers, 
which, in my opinion, is one of the most formidable combinations in which 
any advertiser may safely and wisely invest. This chain of publications is so 
strong in every single link—in quality and quantity—that it would be difficult 
to name five other papers that could be suggested to take their place.” 








+ E, CHAMBERLAIN, M. LEE STARKE, W. Y. Perry, 
Hbune Building, Mgr. General Advertising, “i, Weismi jee” 
New York, NEW YORK CITY. Chicago. 
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A REAL ESTATE BROKER’S 
ADVERTISING. 


The real estate broker operates 
in large cities. He owns no real es- 
tate himself, but acts as an agent 
in buying, selling, renting and 
managing the property of others on 
commission. His operations are 
confined chiefly to improved real 
estate, as stores, hotels, office 
buildings, apartment houses, flats, 
high-grade residences, etc, and 
most of his dealings center on 
property of considerable value. His 
advertising proposition is quite dif- 
ferent from that of the real estate 
dealer who is promoting a subdi- 
vision or selling homes on the in- 
stallment plan, for he must reach 
a class of clients accustomed to 
regular investments in real prop- 
erty, or those who buy for specu- 
lative purposes. This class is 
worked upon ceaselessly by many 
forms of advertising and personal 
solicitation. It is a wary class, up 
to all the dodges in real estate, and 
responding not at all to the ele- 
ment of sentiment that often pro- 
duces good results in selling homes 
to wage-earners. But it is a class 
well worth going after in the prop- 
er manner. 

Ernest Tribelhorn, a young real 
estate broker with ten years’ ex- 
perience in the New York field, 
has done some conspicuously good 
advertising to, reach those who 
own, sell and buy property of the 
kind described. Some months ago 
he issued an individual booklet en- 
titled “Practical Points on Real 
Estate” which dealt with appraise- 
ment of real estate, its earning 
power, the management of hotels 
and apartment houses, purchase 
and sale, real estate advertising 
and kindred topics. A review of 
this booklet in Printers’ INK 
brought him requests for more 
than 1,000 copies from real estate 
men out of town. Mr. Tribelhorn 
responded good naturedly, mailing 
copies and answering many in- 
quiries. 

“T could have cleared a tidy sum 
had I charged for my booklet,” he 
said recently at his downtown 
office, 42 Broadway. “Real estate 








men have a remarkably keen in- 
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terest in everything that pertains 
to advertising, and are eager for 
new methods. This is not strange, 
though, when you consider the 
huge sums they spend with news- 
papers every year in advertising 
that, while not so conspicuous as 
some done in other lines of busi- 
ness, is more persistent and costly, 

“The field of real estate broking 
looks tempting from the outside— 
so much so that hundreds of men 
with no capital or experience go 
into it every year here in New 
York after failing in some other 
occupation. The name of the real 
estate broker in New York is 
legion, but the really capable 
brokers are not so many. To take 
commissions for selling or manag- 
ing other peopie’s property looks 
easy. But it: isn’t. Long experi- 
ence of values and of the investing 
class is necessary, as well as tact 
and acquaintance with human na- 
ture. Management looks even 
easier than selling, but is the least 
attractive of the two. Even when 
a broker has skill in filling build- 
ings with tenants and keeping them 
satisfied he will make little money 
unless he has a large list of prop- 
erty under his care. My opera- 
tions are now confined chiefly to 
selling. 

“Advertising for me comes down 
to effort to find the buyer. Sellers 
find me. When a broker has some 
reputation in his line he can list 
plenty of property, for owners of 
flats, apartments, hotels, residences 
and business property look over 
the various brokers’ records care- 
fully, and list with several agents. 
There is one good way to find the 
buyer—advertise for him, One 
medium is newspaper advertising. 
When a certain piece of property 
is attractive in focation and price 
it will stand a considerable outlay 
for publicity by the broker. In 
New York the leading medium for 
real estate advertising is the Her- 
ald. It carries the largest volume 
of this publicity, and holds its 
place at the head despite many ef- 
forts on the part of other papers 
to take away this business. Broadly 
speaking, however, all New York 
papers are good. The Journal and 
World are excellent for cheap and 
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medium-priced property, and there productive—the Post, Mail, Sun, 
js always a chance of attracting a Jelegram and so forth. 

big buyer. The Evening Post and “It is difficult to trace direct re- 
Sun are productive of results in turns from this advertising. I have 
advertising high-class properties. found that there is an element of 
Sunday papers lead because the luck to be reckoned with. For 











ERNEsT TRIBELHORN. 


volume of real estate publicity is three months I advertised four 
large on that day, and people have houses in 117th street without get- 
time to read. But week-day ad- ting a reply, and was tempted to 
vertising also pays. The Saturday discontinue the ads, as the cost had 
evening papers particularly are been great. But it finally came to 
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an extension of the campaign 
through a fourth month, when I 
got an inquiry from an out-of- 
town buyer who paid more for the 
property than we had hoped to 
realize. It doesn’t do to be afraid 
of the cost of advertising. Keep 
at it. One reply in this kind of 
publicity may mean a sale amount- 
ing to thousands of dollars. 

“The best copy to interest buy- 
ers of high-grade properties is that 
confined to information. It stands 
to reason that readers can only 
skim the vast mass of real estate 
advertising in New York papers. 
The most important item of infor- 

mation is the price and it makes 
the best catch-line. An investor is 
a good deal like the man who goes 
into a clothing store for a new 
suit. He knows what he wants to 
pay, and transactions begin with 
the price. When a piece of prop- 
erty cam be offered zt a low figure 
it attracts at once. In New York 
the selling price of an apartment 
house is the amount of yearly 
rental it brings, multiplied by ten. 
Thus a building with $10,000 a 
year rentals would be priced by 
adding a cipher, making $100,000. 
Such a_ building advertised at 
$85,000 is tempting. No amount 
of individuality in this publicity 
will take the place of bald infor- 
mation. 

“The best class of real estate 
buyers seldom read advertising, as 
a rule. Newspapers reach the oc- 
casional investor, but the man who 
buys. regularly soon gets into 
brokers’ lists and is offered prop- 
erty through personal solicitation. 
Advertising to reach this class 
takes various forms. The first 
step is getting names of such buy- 
ers. These are secured by watch- 
ing the list of real estate transfers 
in daily papers. Their names are 
always given. When the name of 
a buyer appears several times it is 
an indication that he invests or 
speculates regularly. One of my 
office boys keeps track of the trans- 
fers and looks up the regular buy- 
ers in the city directory. Personal 
letters are sent them, usually offer- 
ing some definite property. I am 


not very sanguine of the success of 
letters, however. 


Buyers receive 
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many‘ of them from brokers, and 
usually throw them into the waste- 
basket after a glance. The tele- 
phone is a better way to reach this 
class, or a personal visit. From 
the beginning, by these latter me- 
diums, the broker knows what 
class of property interests each in- 
vestor, whereas letters would leave 
him in the dark. I go to buyers and 
ask them what they have to sell at 
the beginning of an interview, for 
many of them buy to sell at a pro- 
fit. This leads to good feeling, and 
eventually we talk about what I 
have to sell. Much depends on 
one’s tact. So many brokers are 
tactless, trying to sell by the un- 
congenial method of hanging on 
and urging. A short, pithy state- 
ment gives as much information 
and is not boresome. Whenever I 
get access to a large buyer I make 
out a card for him and enter on 
it his hobbies, office hours, resi- 
dence, what he likes to talk about, 
what he buys, and so forth, so 
that I can approach him in an in- 
timate way. 

“Another class of people to be 
kept track of are the attorneys. 
Their names are taken trom the 
newspaper lists of mortgage fore- 
closures on property. Find an at- 
torney who is involved in real 
estate transactions and you usually 
find one who has large buyers 
among his clients, for the habitual 
real estate speculator and investor 
consults his attorney at every turn. 
Then, many attorneys are specula- 
tors themselves. 

“My booklet, ‘Practical Points 
on Real Estate,’ was the first thing 
of the sort I ever sent out. It was 
mailed to 5,000 owners of residence 
and business property, their names 
being taken from the tax lists. The 
principal defect in most brokers’ 
advertising is failure to tell what 
the broker has to offer. My book- 
let was an effort to set before the 
public in a simple way the service 
that I have to offer property own- 
ers, and told how and why my 
experience with many sorts _ of 
property made it possible for me 
to put sick buildings on a paying 
basis. It brought many replies, 
both from old clients who had for- 
gotten me and others who had 
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never heard of me. I make a 
practice of sending literature and 
letters to a man’s home address 
when I can—never to his office. If 
a letter or booklet goes into his 
library on Saturday there is a 
chance that he may read it Sun- 
day, but the press oi mail at his 
business office makes the chance 
fora hearing rather slim. A book- 
let like mine must be followed up 
strenuously. It goes no further 
than making an impression. 

“Real estate is something like 
millinery. It follows styles and 
fads. This is especially true ot 
New York realty. Two years ago 
a boom was on in private resi- 
dences in the central portion of 
Manhattan, dozens of men who had 
been fortunate in Wall street 
hunting houses inside a certain 
district. Price went way up in a 
few months. Lots of property 
changed hands and values were in- 
creased. The only losers were 
those owning property who refus- 
ed to sell during the boom, waiting 
for prices to go still higher. Atten- 
tion was soon attracted elsewhere, 
and prices went down. These fads 
and fashions in real estate are pe- 
culiar, cropping out in unexpected 
places and often hanging on slight 
reasons. While they last, how- 
ever, it pays the broker to follow 
them, advertising liberally. Sev- 
eral years ago I was spending be- 
tween $8,000 and $10,000 a year in 
newspaper publicity, but this has 
been reduced as my clientele has 
grown. 

“For many years I have been a 
reader of PRINTERS’ INK, either 
subscribing or buying it from 
newsstands. The Little School- 
master has taught me innumerable 
things about advertising. I make 
a practice of filing away in scrap- 
books all matter from advertising 
journals or general sources that 
have advertising suggestions. By 
far the greater portion of these 
scrapbooks are filled with extracts 
from Printers’ INK.” 

Following are some _ extracts 
from Mr. Tribelhorn’s copyrighted 
booklet, reprinted by permission: 

ADVERTISING REAL ESTATE. 


The more people that know about your 
Property, flats, apartments, etc., the 


better the opportunity of renting or sell- 
ing. them as the case may be. 

he quickest way to make your wants 
known, is to advertise them. If you 
have real estate for rent, for sale or for 
exchange you multiply your chances of 
finding clients by advertising. Then 
there is another point, if you can get 
more than one party interested in your 
property you can usually make much 
better terms. There are different forms 
of advertising real estate. 

f you have any vacant properties or 
any properties for sale or exchange and 
do not advertise them, the chances are 
that they will remain vacant longer than 
if you did. here are any number of 
people in town and out of town who 
are on the lookout for properties and 
rather than walk the streets or avenues 
c look for signs they take up the 
papers. 

Ot course indiscriminate advertising is 
expensive, but judicious advertising is 
unquestionably in the long run, a money 
saver. 

The experienced real estate advertiser 
knows just how to condense his adver- 
tising in such a way, that its attractive 
features are if anything, more strongly 
accentuated, and the cost thereof, cor- 
respondingly reduced. 

These remarks of course, apply not 
only to vacant properties, but to proper- 
ties for sale, exchange, etc. 


SALE OF REAL ESTATE. 

Any piece of real estate, if worth 
anything at all, can be quickly sold at 
some price. 

ge owner would like to sell for 
more than he can get and he generally 
asks at the outset, more than he expects 
to receive. 

Of course, any property is worth just 
what it can be sold for. 

Real estate values cannot be consis- 
tently measured any other way, and a 
property can be sold at the most, to the 
man to whom it is the most useful. The 
finding of that man is a kind of work 
that you cannot afford to turn over to 
an agent who has not the facilities for 
reaching the vast numbers of possible 
buyers. 

We have sold properties for more 
than the owners expected to get, but 
in no case have we ever sold a single 
property at a price which could be 
called “fancy.” 

We would like to know your mini- 
mum price, and then will go ahead and 
do the best we can. We also want a 
clear and complete description of your 
property. We want to know all about 
the advantages and disadvantages, so 
we can describe it to a prospective buy- 
er in such a manner that he will not be 
disappointed when he goes to inspect it. 
If a property has any merits at all, it 
can be sold on those merits and if it 
has no merits, we want nothing to do 
with it. 

APPRAISING EARNING POWER OF 
REAL ESTATE. 

There is something radically wrong 
about real estate that does not produce 
more than six per cent, per annum, net. 


It is either a case of the property be- 
ing held or bought at too high a price, 
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necessitating rentals too high for the lo- 
cation—or the structure may be too 
cheap or too ill-planned to command pre- 
vailing rates. In other words, it is 
either misfit or is mismanaged. 

How many appraisers of real estate 
ever consider the earning power? They 
merely figure the ruling market value 
of the ground, the cost of construction 
and the problematical advance or de- 
preciation governed by the current sup- 
ply and demand. 

They are disposed to shirk the earning 
power which is about as difficult of ap- 
exw as the value of a thoroughbred 

ased on his earning power. The 
qualities of a horse are never revealed 
to an inexperienced eye and to an ex- 
pert only after close observation. In 
this sense, the earning power of real 
estate is not a far-fetched comparison. 

Our experience as managers and 
lessees of hotels and apartment houses 
has taught us that it is necessary to fig- 
ure not only every single item of ap- 
parent expense, but to compel past ex- 
perience to furnish us with foresight 
into the future. 

We have discovered that in addition 
to calculating on the realization of ex- 
pectations, we must also anticipate the 
unexpected, which frequently happens. 

—_+>—___—_. 


WHERE THE DEMAND BEGINS. 


Do businesses get hidden; poked away 
in odd corners, and in course of time do 
they have to be literally dug out, or 
left to go under? 

The man whose eyes are open and 
who possesses powers of observation 
will at once cail to mind one or more 
such businesses in his own particular 
district, and the answer will be a unan- 
imous “Aye!” 

The shop in the main street, must, 
from the fact of its being placed 
amongst the people, get some busincss 
of a chance character, unless there be 
One enterprising man in the same line 
away in a back street, who has, by some 
means or other, been able to convince 
those same prospective buyers before 
they left their homes, or whilst in the 
train or tram, that there was something 
—it may be a better article—it may be 
a price advantage—a more prompt de- 
livery—a wider selection of goods— 
or the word of some previous customer 
that everybody about the place is court- 
eous and attentive—anyway, some ad- 
vantage worth diving into a more or 
less obscure street to obtain. 

There is no gainsaying the truth that 

eae of position now counts for 
ut little. Ideas are formed and de- 
cisions arrived at in the home, and in a 
great many instances, we are inclined to 
think, in ever-growing numbers, goods 
are ordered by mail, in which cases of 
course it matters not one jot whether a 
shop be in the main street or one of its 
tributaries. 

It is not hard to understand this. 
Ninety per cent of the wants arise in 
the home, and lucky is he whose mes- 
senger, in the shape of a smart adver- 
tisement, circular, or booklet, is there 
to welcome its arrival.—British Adver- 
tiser, London, 
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enuine pete 
Fale triplex 38-tumbler combination lock; best 
workmanship througtout, positively the equal 
of safes that sell at $0.00 to $25.00, Dimensions: 
outsice, 24x 14% x 165 inches; inside. 
inches.’ Has one 5x4-inch e>sh box with lock; 
one $x4-inch drawer; one 3}¢x4-inch pigeonhole; 
one 12x3};-inch book space. Just the safe for 
small merchants and offices. 


PROOF SAFE (guaranteed), Equip 
genuine Yale unpickable, triplex, combination 
lock; finest construction throughout. Dimen- 
sions: Outside measure, XUxRY i 
nside measure, 20% x 15x13 inches. 
ment of cabinet work: One 6 x 4%-inch iron cash 
box with high grade lock, with two fiat keys; one 
3x4X-inch drawer with icnob, two 2% x4X-inch 
igeonholes; one 3x4%-inch pigeonhole; one 
e book ce, 144% x9% inches; one 

book epece. suas inches. A BIG BAR- 
GAIN FOR ANY STORE, OFFICE, FAO- 
TORY, SHOP OR HOTEL. 

We willl letter your name or firm name 
fn gold over door free of charge if re- 
quested. ou can send us your order for 
either one of these safes with the understand 
that we will return your money and pay freigh 
charges both ware you are not pleased or do 

ve received a wonderful bargain 
one-half in 5 

For large illustrations and descriptions 
of our complete line of safes, including our 
massive heavy wall single and double door safes 
at $15.60 up to $102.00, for detailed explanation 
of our method of fireproofing, heavy construc- 


inches. 


about one-half the prices all other dealers ask, 
for our great 80-day free trial offer, ex- 
planation of our binding guarantee, our mon 
refund offer, for freight rates, for our libe 
terms of shipment. write fi 
Catalogue. Cut this ad out an 
the complete SAFE CATALOGU 
WONDERFUL MONEY SAVING SAFE 
PROPOSITION ILL BE SENT BY 
RETURN MAIL. Address, 


CHICAGO, ILL. 





q 
i 
4 


i) 












SS weweerwerits 8 er eeYer lS 


ew owes Ss 


ee a 


ee SES ow US 








THE MAN WHO DEALS IN 
FARM PROPERTY. 


The real estate broker who 
makes a specialty of farms and 
farm lands is often more enter- 
prising in obtaining publicity than 
the promoter of a city subdivision. 
His prospective customers live in 
every part of the country, and it 
takes more scheming to reach them 
by advertising than the lot-buyers 
who can be interested through the 
daily papers of a single city, The 
shrewd American farmer is a rest- 
less soul. Having moved from 
Connecticut to Oregon, he may 
suddenly conclude that in his 
anxiety to go West he got too far 
West, and wants to come East to 
Ohio or Iowa. It is the business of 
the farm broker to satisfy this 
moving portion of the public. His 
bread and butter depend on being 
in touch with it at the psychic mo- 
ment when the individual “mover” 
pulls up stakes—perhaps one mo- 
ment in five years. To advertise 
to such a scattered clientele looks 
difficult, but the farm broker does 
it. The agricultural press carries 
some of his advertising—little two- 
line, half-inch and inch ads headed 
“Farm Property,’ which state his 
business and give his address. 
These put him in touch with “pros- 
pects,” and result in correpond- 
ence. Letters of inquiry do not 
bring sales in three per cent of 
cases, however. After the farmer 
has learned what the broker has 
to offer he may take two years to 
think it over. It is highly essen- 
tial that the broker keep in touch 
with him during this period, and in 
order to maintain a dormant rela- 
tion with the inquirer, the farm 
broker publishes a little monthly 
bulletin that often takes the form 
of a business periodical. This, at a 
cost of two or three cents per 
month, keeps the “prospect” posted 
as to what the broker has to offer 
from time to time, and insures him 
a place in his memory. 

Sometimes such a periodical is 
devoted to the promotion of a 
single county or State. The Real 
Estate Bulletin and Farm Finder, 
published by E. H. Kistler, a farm 
broker at Warren, O, is a fair spe- 
cimen of this class. A handsome- 
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ly printed eight-page, it keeps read- 
ers in touch with farm properties 
for sale in Northeastern Ohio, giv- 
ing lists of properties with prices 
and detailed descriptions, half-tone 
illustrations of buildings, as well 
as general matter showing the ad- 
vantages of farm life. Mr. Kistler 
emphasizes the point that he is 
only a broker, bringing seller and 
buyer together to make their own 
arrangement, and that he has no 
interest in pushing particular prop- 
erties at the expense of others. His 
paper is one of many like it, is- 
sued in various forms, Some are 
merely occasional lists of proper- 
ties in booklet shape. Much-ac- 
tivity has lately been shown in 
advertising cheap Southern farm 
lands in this manner. 

Another type of farm broker’s 
paper covers the entire country 
Real Estate, a solid monthly mag- 
azine published at Amsterdam, N. 
Y., gives extended lists of farm 
lands in many States, emphasizing 
the value of owning one’s own 
home, and also gives a good deal 
of attention to exposing question- 
able investment schemes. The farm 
broker’s field of operation is not 
confined wholly to restless farm- 
ers. Widespread demand for coun- 
try homes and summering places 
has made it possible for him to 
operate in the cities. The classi- 
fied columns of New York, Chi- 
cago, Philadelphia and Boston pa- 
pers carry a great mass of country 
real estate advertising, particularly 
in spring. Papers like the Boston 
Evening Transcript and New 
York Evening Post are recognized 
mediums for this publicity, the 
Saturday issues carrying most of 
it. Some of the magazines are 
also regarded as excellent me- 
diums, Country Life in America 
and the Outlook leading. Since 
W. M. Ostrander, the Philadel- 
phia broker, set the pace, there is 
a scattered representation of this 
advertising in all the leading 
monthlies and weeklies, but only a 
few magazines carry sufficient to 
maintain a regular classified col- 


umn. 
— +0 — . 

A warce folder from the Paret Ad- 
vertising Service, 30 South Seventh 
street, Philadelphia, talks sensibly on 
the making of catalogues, 
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WHAT IS CIRCULATION? 





What facts ought to be ascertained be- 
Sore being competent to convey to an aa- 
vertiser such an answer as he is entitled 
to veceive to the question,‘‘ What is the 
circulation of the paper under consider 
ation?” 

PRINTERS’ INK invites communi- 
cations on the subject expressed in 
the sentence printed above, and 
will award a sterling silver sugar- 
bow! to the writer whose answer 
appears to be most generally ac- 
ceptable to newspaper men. A 
tea-pot, cream-pitcher and salver, 
all of sterling silver, will be added 
to the sugar-bowl award if the 
winner can induce the American 
Newspaper Publishers’ Associa- 
tion, in convention assembled, to 
approve and accept the conclusion 
expressed. 











New York, Sept. 9, 1904. 
Editor of PRINTERS’ INK: 

Learn from your own investigation or from 
one whom you KNOW already knows the 
quantity and quality of circulation of the paper 
in question, Very truly, 

O. H. KeGce_man, 
gto Cauldwell Ave., Bronx Borough, City. 





New York, Sept. 14, 1904. 
Editor of Printers’ Ink: 

I have been interested in your recent adver- 
tisement headed, “*What facts ought to be as- 
certained before being competent to convey to 
an advertiser such an answer as he is entitled 
to receive to the question, ‘What is the circu- 
lation of the paper under consideration’ ?’’ 

Itis astonishing that of all the number in- 
terested in this disputed point no one has of- 
fered a suggestion. Upon receipt of your issue 
of Sept. 14, where the advertisement was re- 
printed from the previous issue, I made several 
attempts to express my views. 

In the first effort I said the advertiser should 
be told the number of complete copies printed 
for each issue during one year, the number of 
copies sold each issue during one year, the 
total weight of paper used during one year, the 
average weight per paper for each issue during 
one year. The average number deducted as 
not actually distributed each day, the details of 
distribution, showing newsdealers, carriers, ex- 
press and mail. - i 

Upon revising the above it seemed impos- 
sible to get at the exact amount of paper used 
during one year. Too many things had to be 
considered, such as stock on hand at the be- 
ginning of the year, waste paper, paper re- 
maining on cores from day to day, paper 
spoiled in printing and stock left on hand at 
the end of the year, I therefore cut out refer- 
ence to the total weight of paper used. It was 
then unnecessary to mention the average weight 
per paper for each issue during one year. 

My experience with newspaper publishers 
has given me an idea of the possibility of tell- 
ing the exact truth about circulation, and still 
— at a result much larger than the exact 
truth. 

The number of copies sold and the details of 
distribution are so indefinite and so subject,to 
peculiarly individual views of publishers and 
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advertisers that it seems impossible to accept 
that as the standard of measurement. 

By process of elimination I arrived at the 
conclusion that @ statement of the total num. 
ber of complete copies printed each issue for 
one year is sufficient to answer the question, 
“What is the circulation of the paper under 
consideration ?” 

I wrote two or three other attempts to state 
my views because I wanted the teapot, cream 
pitcher and salver more than I did the sugar. 
bowl, but I am quite sure that if Mr. Geo. P. 
Rowell has for years failed to convince the 
‘‘American Newspaper Publishers’ Associa- 
tion’’ it is useless for me to gointo the matter 
any further. 

I believe that I have answered the question 
as well as it can be, and you may send the 
sugar-bowl as soon as you like. 

If you intended to give this matter any fur- 
ther publicity I hope you will urge Mr. Victor 
Lawson, of Chicago, to modify his views and 
induce the A. N. P. A. to be reasonable and 
accept my answer. By doing so they would 
assist an earnest seeker after the truth—(and 
the balance of your valuable offer). Of course, 
if they change their minds later they would not 
be breaking a precedent, and I could retain 
the teapot, cream pitcher and salver. 

Thanking you for this opportunity to secure 
decoration for my modest board, I am, 

Yours very truly, 
W. F. Hameatin, 





Ever, N, J., Sept. 16, 1904. 
Editor of Printers’ INK: 

The facts to be ascertained before a compe- 
tent answer can be given an advertiser abouta 
paper’s circulation depend on the class of pa- 
per. The description of towns in which pa- 

ers are published, as given in the American 

ewspaper Directory, is sufficient to deter- 
mine the class of people among which the 
average paper circulates. 

To determine the actual circulation, a com- 
petent idea cannot be given without dividing 
papers into at least two classes. 

Class one includes all those journals which 
depend almost exclusively on actually booked 
subscriptions for circulation. In this class 
may be included the few daily papers which do 
not allow returns for unsold copies and practi- 
cally all weekly newspapers, religious papers. 
agricultural papers, etc. The circulation of 
this class of papers can be determined by learn- 
ing the average number printed each issue for 
a year, as no sane reputable publisher will 
print papers of this kind unless he can use 
them, in fact from 96 to 98 per cent of the num- 
ber = ted are circulated. 

Class two comprises all those journals which 
depend for circulation on a varying demand 
from day to day and month to month, and 
which are disposed of almost exclusively 
through news agents. The returns for unsold 
copies vary from ten to forty per cent and even 
higher in some instances, an item too import- 
ant to be overlooked in determining circula- 
tion, In class two there must be known the 
average number printed each edition for a 
i time and the average returns to be de- 

ucted, before the circulation can be deter- 


mined, S. P. Foster, 





Circulation, as applied to the publish- 
ers’ output, is a misnomer. If the in- 
teraction of centripetal and centrifugal 
forces balances, the resultant circle 
means continuous revolution about a 
fixed point within an unchanging cir- 
cumference, There is no growth. When 
the center-seeking impulse exceeds, the 
circumference tends to shrink toward 























Contrariwise, the revolving 
It is this cen- 


the center. 
particles tend to scatter. - ; 
trifugal “Distribution,” without centrip- 
etal “Returns” that the advertiser wants 


and needs. The term “circulation” is in 
this connection a misnomer; that what is 
needed are the Facts as well as the 
“figures” in regard to distribution. If 
this said sugar-bowl be offered bona 
fide, then the test of merit should not 
be the argument’s acceptableness to the 
publishers, but rather its approval by 
the Advertisers. It is the latter who 
are primarily and everlastingly concern- 
ed in the available distribution rather 
than in the numerical circulation of ad- 
vertising media. I quote from a current 
ad of McClure’s agazine, “in New 
York City alone hundreds of tons of 
waste paper are gathered up each day.”— 
E. W. Krackowtzer, in the Boston Her- 
ald, Sept. 19, 1904. 


Newark, N, J., Sept. 19, 1904. 
tditor of Printers’ INK: 

Plain unvarnished FACTS concerning the 

er’s actual circulation, territory COV- 
fi ED and class REACHED, is what he 
wants to KNOW, and the plain untarnished 
TRUTH is exactly what he is entitled to re- 
ceive, 

Why should an advertiser be asked to buy 
“a cat in a bag” any more than a buyer of 
anything else under the sun ? 

here’s nothing else to tell him, 
Yours  . 


188 Market Street. D. Coox. 





It is evident that at least one of 
the writers quoted fails to under- 
stand that the answer to the ques- 
* tion should not be how the com- 
parative circulations of two great 
dailies or two great monthly mag- 
azines shall be ascertained and 
stated, but—“What facts ought to 
be ascertained before being com- 
petent to convey to an advertiser 
such an answer as he is entitled 
to receive to the question, ‘What 
is the circulation of the paper 
under consideration ?’ ” 

The reply must not be made to 
specially fit the Chicago News, 
Washington Star or San Francis- 
co Examiner, but must be equally 
applicable to the Bungtown Banner 
and the Cross Roads Journal. 

Not half the newspapers pub- 
lished print so many as a thous- 
and copies. There are several 
thousand newspapers that do not 
issue regularly so many as a hun- 
dred copies. The publishers of 
those papers content themselves 
with seeing to it that there are 
enough to supply the paid-for de- 
mand and a few “left overs” for 
such as may chance to have use 
for an extra. If they can tell pre- 
cisely how many complete and per- 
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fect copies were produced the 
question will be is that an all suf- 
ficing fact for the person who 
seeks to know what the circulation 
actually is, 

Mr. Kegelman, the first corre- 
spondent, advises that the quantity 
and quality of circulation shall be 
learned, but does not tell how that 
may be done, nor define what he 
means by quantity, nor precisely 
how the quality, when ascertained, 
may be expressed. Mr. Cook, 
whose contribution is printed at the 
foot of the list, wants truth, “plain 
untarnished,” but does not tell how 
the possessor of that treasure may 
convey it to another in such words 
that the ear that hears may re- 
ceive the precise impression the 
tongue that speaks sought to con- 
vey. 





A BALD-HEADED man, whose pate bore 
an advertisement, attracted much atten- 
tion as he sat outside a Paris café. He 
finally attracted the attention of a 
policeman, who arrested him because his 
ad did not bear the required adhesive 
revenue stamp. He was taken to the 
police station, where he paid his fine, 
was duly stamped and was released.— 
New York Sun. 








Financial Advertising 





URING June, 1904, Zhe 

Record-Herald carried 23,785 

lines of Financial Display Adver- 

tising, which was 4,310 lines more 

than carried by any other Chicago 
paper. 

During the year 1903 and during 
the first six months of 1904, 7he 
Record-Herald carried more Finan- 
cial Advertising than any other 
Chicago paper, notwithstanding 
The Record- Herald refused ail 
bucket-shop and other objection- 
able financial advertising. 

A tribute to the superior quality 
of The Record-Herald circulation 
—the largest circulation of any 
newspaper in the United States 
selling for more than one cent— 
whether morning or evening. 
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REAL ESTATE ADVERTIS- 
ING IN NEW YORK. 


The congested condition of New 
York City, together with its ex- 
tremely rapid growth, makes it the 
greatest real estate center in the 
world, both from the standpoint of 
investment and advertising. A 
conservative estimator calculates 
that above 2,000,000 is spent yearly 
in the metropolis for real estate 
advertising in newspapers alone. 
This year’s expenditure will great- 
ly exceed that of last year, and 
the opening of new bridges, tunnels 
and suburban transportation facili- 
ties assures a continuous growth 
in the volume of selling and pub- 
licity. The newspapers afford 
practically the only means of ad- 
vertising New York real estate, as 
the population to be reached is 
too vast to be addressed through 
literature or other mediums. 

New York real estate advertising 
is divided into two large groups. 
High-grade city property leads by 
many millions of dollars, while the 
second largest volume of advertis- 
ing is that for the promotion of 
suburban homes. Two morning 
papers carry the bulk of high- 

rade real estate publicity—the 

erald and Times. The Brook- 
lyn Eagle is a third medium in this 
class. For suburban property and 
medium-priced homes the World 
and Journal lead, and the Staats- 
Zeitung is also a favorite medium. 
Figures compiled for August, a 
busy month in real estate adver- 
tising, give the following averages 
for each paper: 








Agate lines of Real 
Estate Advertising 


Herald (morning) 90,000 
Times (morning) 51,000 
World (morning 41,000 
Mail (evening) 38,000 
Brooklyn Eagle (evening) 34,000 
Globe (evening) 23,000 
Telegram (evening) 20,000 
Journal (evening) 15,000 
Sun (morning) 18,000 
Post (evening) 15,000 
Press (morning) 11,000 
Tribune (morning) 9,000 
World (evening) 2,200 
Sun (evening) 770 


The expenditure in New York 
for real estate publicity in the 
newspapers is said to exceed that 
of any other city three times. The 
Herald is so firmly established as a 
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real estate medium that perhaps 
no other paper would be needed 
for high-class property—fine resj- 
dences, flats and apartment 
houses, hotels, etc. The Times, 
however, is said to be gaining in 
real estate business at a rate far 
exceeding the Herald or any other 
paper. Favorable rates and active 
promotion by the advertising de- 
partment of the paper are respon- 
sible for this gain, and the Times’ 
attention to real estate news and 
financial matters makes it an ex- 
cellent medium, reaching a desir- 
able class of readers. Neither the 
Times or Herald carry much ad- 
vertising of medium-priced proper- 
ties, these being the peculiar provy- 
ince of the World and Journal. 

There are two distinct renting 
and selling seasons in New York 
when real estate men advertise 
actively. The spring term begins 
about April 10 and lasts till May 
30, though sales of suburban prop- 
erty continue throughout the sum- 
mer. The autumn renting season 
lasts from August 15 to October 15. 
New York has a large investing 
class that makes profitable the pro- 
motion of city property. It is no 
unusual thing for an investor to 
make $10,000 or $15,000 on a $100,- 
000 investment in a few weeks’ 
time. The investine class prefers 
to buy in the city, but recent transit 
improvements have directed atten- 
tion to property in the Bronx, 
Brooklyn and Washington Heights. 
An almost impassible gulf separ- 
ates the investing class and that 
which buys suburban property. 
The former buy through brokers, 
while medium priced homes are 
sold on the installment plan by 
owners Of. subdivisions. 

Copy in New York papers is 
characterized by dignity. Brokers 
and renting agents confine them- 
selves to attractive presentations of 
the essential information about 
property, writing for readers who 
know values. Even the advertis- 
ing of medium-priced homes is 
more or less dignified, the cost of 
space in New York papers pre- 
cluding sensational display. A third 
class of real ‘estate advertising of 
considerable importance is that of- 
fering country homes, This com- 
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prises country properties in New 
Jersey, Long Island, New York 
State, Connecticut, New England, 
and even the West. Farms, moun- 
tain camps and cabins, seashore 
cottages, country estates and simi- 
lar property find ready buyers 
through the New York papers, par- 
ticularly in spring. The Herald, 
Times, Brooklyn Eagle and Even- 
ing Post are favorite mediums for 
this publicity. 

It is said that seventy-five per 
cent of all the real estate advertis- 
ing printed.in New York papers 
is placed by the Jules P. Storm 
Advertising ge 189 Broad- 
way, New York. he number of 
real estate brokers and renting 
agents in the city is estimated at 
1,700, and from these comes the 
greater portion of business. But 
a very small portion is placed di- 
rect. The Storm agency was first 
to establish a separate department 
for handling real estate publicity 
twelve years ago. James A. S. 
Carpenter, in charge of this depart- 
ment, says: 

“The value of a separate depart- 
ment for preparing and placing 
real estate advertising is manifest 
to brokers They make a regular 
advertising appropriation to sell 
or rent large office and residence 
buildings, and our real estate de- 
partment, knowing realty values 
and conditions, is able to take the 
detail of advertising off the bro- 
ker’s hands. There is nothing showy 
about New York real estate adver- 
tising. All effort centers on tell- 
ing the story briefly in small com- 
pass. Brevity is the keynote, not 
on account of cost of space, but 
because of the mass of real estate 
advertising and the superficial at- 
tention given each ad by the read- 
er. Price, rentals, sizes of flats and 
apartments, convenience to car 
lines and business district, per- 
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centage that a property will pay on 
the investment—these are the facts 
to put uppermost in advertising. 
Newspaper space doesn’t sell prop- 
erty, but merely paves the way for 
personal negotiations, Advertising 
statements must be conservative 
and dignified, and display should 
be light, with plenty of white 
space. The typographical style of 
the Herald, which is the leading 
real estate medium, has set an ex- 
cellent model for this class of pub- 
licity. Where the campaign is a 
renting proposition to secure ten- 
ants for a single property the flat 
or apartment house is usually 
featured on its own account. 
Where property is offered for sale, 
however, through a broker, the lat- 
ter usually depends on his own 
name and reputation to carry 
weight with buyers. Most of the 
large brokerage firms have distinct 
policies that they keep to the front 
in their advertising.” 


CAVIERE TO THE MASCULINE. 

“There was a man in the car this 
morning who persisted in reading the 
newspaper I was holding,” said Mabel; 
“but I fixed him.” 

“How?” 

“I turned to the full-page advertise- 
ment of bargain-sales of dress-goods.”— 
Judge. 


—_—___ ++ —___ 

A utttLe booklet that tells all about 
various kinds of seed wheat and what 
ought to be expected of every good 
kiad, together with some homely remarks 
about the seed wheat sold by the man 
who sends it out, is mailed to farmers 
by Willis R. Knox, Intercourse, Pa. 
Compiled by Benjamin Sherbow, Phila- 
delphia. 








German Families are Large 


and large families are large consumers. 
Think whata Coy a Fa the 140,000 
or more German consume that you 
reach by advertising with us. Rate, 
flat. y not let us run yourad in the 


Lincoln Freie Presse 
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** Alabama’s Only Metropolitan Newspaper.’’ 
Sworn Net Paid Circulation for 1903: Daily. 11,0713 Sunday, 15,051 ¢ 
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The American Newspaper Directory. 

















FELIX ISMAN’S ADVER- 
TISING. 


THE MAN WHO HAS BECOME A CEN- 
TRAL FIGURE IN PHILADELPHIA 
REALTY IN LESS THAN FOUR 
YEARS TALKS ABOUT HIS ADVER- 
TISING METHODS—A RADICAL DE- 
PARTURE FROM ESTABLISHED PRIN- 
CIPLES, 


“Established May, 1901” is the 
catchline employed by Felix Isman, 
the young man who has, since that 
date, become the leading operator 
in Philadelphia central real estate. 
It was used the day after he began 
business, and means, symbolically, 
that the man behind it wants to be 
known as an exponent of new 
methods rather than a broker en- 
titled to respect for a long busi- 
ness career. Mr. Isman was for 
twelve years the right-hand man 
of an old Philadelphia realty house 
that has since gone out of business. 
When he withdrew to begin for 
himself he put into practice a meth- 
od of advertising that had always 
seemed to him the right one. That 
it is sound is shown by his first 
year’s transactions, which aggre- 
gated $25,000,000. 

“The old method of advertising 
realty in newspaper classified col- 
umns has been overdone,” he says, 
“and I never employ it. The 
moment you advertise a piece of 
teal estate in that manner every 
other real estate agent in the city 
tries to get it on his list. This 
annoys the owner and sets up com- 
petition that is troublesome. 
Furthermore, it brings other prop- 
erty into the field, and cheapens 
that you are promoting. My plan 
is to advertisc indirectly—never di- 
rect. Instead of promoting a spe- 
cific piece of property I promote 
a section of the city, calling at- 
tention to its advantages and 
chances for growth. I also adver- 
tise my large transactions, for they 
bring this office into prominence, 
and sends owners and buyers to 
me. 

“There is a psychological 
smoment in real estate advertising. 
When all eyes are on this office 
and the newspapers are talking 
about one of our deals I advertise 
liberally, and always in an un- 
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usual way. An example of my 
method is furnished by our pur- 
chase of the old United States 
mint. This property, on Chestnut 
street, right in the heart of Phil. 
delphia’s business district, was pur- 
chased at a price which seemed ex. 
travagant to Philadelphians—{2. 
000,000. Everybody condemned 
the transaction as a piece of 
splurging. After they had become 
thoroughly interested we printed a 
statement in the Philadelphia pa- 
pers in the shape of a half-page 
display ad, framed in a drawing of 
the old mint, stating our belief in 
the future of this property. That 
was in 1902. To-day the property 
is worth $6,000,000. 

“When I do advertising in my 
own way it is always irregular. In- 
stead of regular cards in the papers 
we take half pages or pages sev- 
eral times a year, at these psycho- 
logical moments, and tell a story 
that commands attention. In all 
large deals there is a moment 
when the papers and the public 
must talk about you. That is the 
moment to advertise strong. Of 
course, I use the classified col- 
umns too, but only because some 
clients will not permit me to 
handle their property in my own 
way. Classified advertising is 
good for renting purposes, but not 
for selling. The latter needs per- 
sonal effort rather than advertising, 
preliminary to the sale. Advertise 
after the deal has been put through. 
This is radical teaching, and per- 
haps some of the readers of 
PRINTERS’ INK may not like it, or 
agree. But for my own business it 
has been the best method. I al- 
ways lay emphasis on the obvious 
in my ads, on the general principle 
that it is the obvious that every- 
body overlooks, 

“Tt seems to me that the average 
real estate broker is afraid to let 
his clients know as much about 
real estate as he knows himself. 
Realty is a science. The transfer 
of real estate represents the value 
of everything held as_ property. 
Every form of security and wealth 
is ultimately based on real estate. 
The practice of realty is one of the 
professions It is also a great 
trust. Each project represents 4 
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separate issue, just as much as a 
case in law or a doctor’s patient. 
Publicity has benefited all the 
learned professions. When doc- 


tors kept their knowledge to them- 
selves they were charlatans and 
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each separate property, which 
amounts to little more than barter- 
ing, he should employ advertising 
to let the public know about his 
big deals and his methods. Realty 
in its right meaning is the art of 











we 





Mr. FELIX ISMAN. 


horse leeches. The real estate 
agent must eliminate the idea of 
“mside information,” which he 
doesn't possess anyway, and take 
his clients and the public into his 
confidence. Instead of advertising 


dormant opportunities in real es- 
tate—taking the property that is 
paying nothing, finding out the 
cause for its unprofitableness and 
putting it on a paying basis. Let 
your public follow you through a 
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half-dozen such operations, step 
by step, showing that there is no 
legerdemain about it, nor anything 
but plain business acumen, and 
you make a name as an operator 
that could not be acquired by any 
amount of specific advertising of 
single properties.” 

“Such advertising naturally de- 
pends on big operations which 
create news. Do you make a prac- 
tice of giving out real estate news 
for the advertising it brings?” 

“Never. When we have any- 
thing to say to the public it is 
printed in paid space. News given 
out before the deal may convey 
an impression that there is a boom 





tration of this some time ago when 
an experimental campaign was un- 
dertaken in New York papers to 
interest the investors of that city 
in Philadelphia central property, 
New York is the center for millions 
— investment. Philadelphia 
central real estate is one of the 
most productive investments to be 
had. The city is growing rapidly, 
and a certain conservatism on the 
part of our own people gives out: 
siders an opportunity to step in and 
undertake improvements that will 
pay handsomely. We tried to in- 
terest New York millions in this 
proposition through the newspa- 
pers up there, but though I con- 
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‘Western hardware merchant. He don't pay »ny attention to anything but dis 
business, and when he talks you fusf have to listen His name is Shaw— 
Leslie M—of Des Moines, lowa Lots of us this side of Chicago don't know 
how great a man he You will! Some day he will be promoted some num 
bers for good conduct _ : 

There has been some criticism about the Government's terms for the pay- 
ment of the purchase money of the Mint property Mr. Shaw, knowing that the 
property was to be improved, naturally accepted $250,000 casb and allowed 
over 18 months more time for the payment of the balance, as any other level- 
headed business man would have done 

Owing to the fact that taxes will Be paid when the Government gives’ 
title to the property,—is not the City very much better off to obtain a revenue 
in 18 months than if the property remained unsold and unimproved for aw 
indefinite period ? 

The old Mint property lot fs 156° x 204'—over 30,600 square feet. The 


‘Mint Kealty Company paid $66.66 per square foot. 1 think it's worth about 


$150 per square foot Just took advantage of Philadelphians customary 
urmidity—that’s all 

‘THERE ARE OTHTR MINTS FOR SALE IN WHICH UNITED 
STATES MONEY CAN BE MADE—THERE ARE OTHER WAYS OP 
MAKING MONEY WITHOUT HAVING IT ACTUALLY COINED 
FOR YOU—WITHOUT TAKING ANY RISK WHATEVER—BY THE 
JUDICIOUS PURCHASE OF CENTRAL REAL ESTATE 

THINK IT OVER 

















FELIX ISMAN, Realty, 604-06 Chestnut Street. 





in the property you are handling, 
and the seller will think that he is 
disposing of his holdings too cheap. 
News statements given out after 
the deal are not so impressive as 
straight advertising announce- 
ments which come direct from the 
agent, and are regarded as more 
reliable by the public. 
“Advertising never sells real 
estate. Everything depends on 
the personal relation. Advertis- 


ing merely brings people to the 
office. Rather than tell all the peo- 
ple all about what I have on my 
-lists, I would prefer to interest five 
per cent of them so that they will 
call. We had a very good illus- 





sidered the advertising attractive it 
brought not a single reply. The 
opportunity for personal work was 
lacking. I am quite sure that if I 
were able to open an office in New 
York and back up the advertising 
with personal promotion this field 
would be very fertile. 

“In another long-distance cam- 
paign, of another character, how- 
ever, we were quite successful. 
After the Baltimore fire we ran ads 
in the papers of that city calling at- 
tention to excellent business loca- 
tions in Philadelphia. Within the 
past ten years it has become quite 
common for business men, partic- 
ularly retailers, to go beyond their 

















own city and establish branch 
houses in other towns. This Bal- 
timore advertising brought sev- 
eral merchants to Philadelphia, 
and one in particular amply repaid 
the whole expense. _ 

“My advertising policy is pretty 
clearly indicated in the expression 
of the man who said, ‘Say good 
things about me if you can, or evil 
if you must, but for heaven’s sake 
don’t forget me.’ Make people 
talk. Make them criticize you if 
there isn’t any other way to keep 
in the public mind. Don’t do fool- 
ish things, but remember there is 
a very valuable kind of advertising 
force in making the people think 
that you have done a foolish thing 
and then convincing them that they 
judged wrong, and that you were 
right all the time. When people 
stop talking about you it is a 
danger sign, and something must 
be done about it. How do I tell 


when they stop talking about me? 


Why, I can feel it. The effect is 
most evident. Friends come in 
and say, ‘What’s the matter, Isman, 
aren't you doing anything?’ ” 

Mr. Isman’s office at 1339 Chest- 
nut street, on the site of the old 
Mint, is also an art gallery of 
great value, for upon the walls 
are hung representative paintings 
of the Barbizon school, including 
Corot, Millet, etc, as well as 
Cazin, Dupré, Gerome, Meissonier, 
Daubigny, Isabey and many later 
artists. While the collection rep- 
resents his taste for pictures, it 
has naturally had considerable ad- 
vertising value as well. One pur- 
pose served by this distinctive 
business place is worth noting: 

“In such an office,” he says, “I 
can hold a man a half an hour who 
would not wait for me five minutes 
if there were no pictures to look 
at. 

Mr, Isman was first to make 
the conventional “To Rent” and 
“For Sale” sign in windows a real 
advertising medium. All signs put 
out by his office are in two dis- 
tinctive shades of green, and there- 
fore different from others. Those 
for window use are transparent, 
showing up to excellent advantage 
in stores still occupied and lighted 
at night. When a store or house 
is rented or sold these signs are 
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replaced with another, reading 
“Sold by Felix Isman.” Recently 
he has started a mailing system to 
reach representative realty men all 
over the country. News events of 
his office are turned into personal 
letters, and from time to time gen- 
eral matter is mailed, dwelling on 
his facilities for handling deals in 
Philadelphia. | Outside brokers 
have a certain percentage of for- 
eign business to be placed with 
agents in other cities, and this 
service keeps Mr, Isman’s name 
before them as the leading broker 
in the Quaker City. A novelty 
that has put his name into many 
local business offices is an illumin- 
ated copy of Channing’s well- 


* s Pa 






known “My Symphony,” tastefully 
mounted by the passe partout pro- 
cess. This cost about twelve cents 
to produce, and the advertising is 
confined to an inconspicuous line, 
“Felix Isman, Realty in all its 
branches.” Five thousand copies 
were distributed. 

Mr, Isman is a regular reader of 
PRINTERS’ INK, and says he always 
finds something in it of importance 
to himself. “It teaches me many 
things about other men’s business 
methods, and indicates ways of 
approaching, interesting and talk- 
ing to them,” he says. “In my own 
advertising I prefer to make my 
own methods, but many of the 
general priaciples I follow come 
direct from PRINTERS’ INK.” 
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IN THE PLAIN PICA STYLE. 


The new Martinique apartment 
hotel in West Thirty-third street, 
just off Broadway, New York, 
was recently thrown open, and the 
proprietor, Mr. Martin, has been 
running a series of short, chatty 
ads in New York papers during 
the autumn-renting season to in- 
troduce his house. These ads are 
set in one size of type, appear sev- 
eral times a week in the Sun and 
Times, always in preferred position, 
away from the regular “Real Es- 


Themaninabighome 
with the best of kitchens 
goes to a restaurant— 
just for a change; the 
man living in the best of 
hotels is glad to dine at 
the simplest of homes— 
just for a change. 

Atthe Martinique you 
can change froma home- 
like dinner (table 
d’hote) to the restau- 
rant (ala carte) when- 
ever you want the 
change. 

Apartments of 2, 3, 
4 or 6 rooms. 

The Martinique, 54- 
58 West 33d Street. 


tate’ and “Apartments to Let” 
classifications, and are conversa- 
tional in tone, telling something 
interesting about the Martinique 
each day, and something different. 
The fact that the uptown store of 
Rogers, Peet & Co. is in the same 
building may account for the ex- 
cellent quality of this advertising. 

Here are some of the ads that 
have appeared since the series 
began: 

You know you get tired of forever looking 
over a bill of fare and ordering each particular 


dish—that’s when a table d’hote satisfies you. 
Then, again, a table d’hote becomes tire- 














some and you long for some one or two special 
things—that’s the time a la carte is good. 
Both table d’hote anda la carte at the Mar- 
tinique. 
Apartments of 2,3, 4 and 6 rooms, 





The Martinique is not a “‘hotel.”’ 

But home for those accustomed to the best, 

A choice of table d’hote or a la cartem 
change back and forth, forth and back—as 
often as you please. 

Apartments of two, three or four rooms, 





There are no marble halls or Moorish rooms 
in the Martinique. 

Nothing but the richness and refinement 
that a man of wealth and culture aims to have 
in his own home. 

Apartments of two, three or four rooms, 

Table d’hote and a la carte. 





Seriously, it’s much easier, much more com. 
fortable to look for apartments now. 

Two, three, four or six rooms. 

Table d’hote or a la carte. 





At the Martinique, if you tire of a home. 
cooking table d’hote you can change to ala 
carte and then change back again—change as 
often as you like the change. 

Apartments of 2, 3, 4 or 6 rooms, 


Looking at apartments in the middle of Sep- 
tember is like getting in the middle of the push 
and scramble of a bargain counter. 

At the Martinique apartments may be looked 
at now. 

2,3, 4 or6 rooms, 

Table d’hote or a la carte. 





Here are apartments that the owner doesn’t 
leave to an agent’s slip-shod, make-all-you-can 
methods, but manages himself. 

Apartments of two, three or four rooms, 

Table d’hote and a la carte. 





Don’t you sometimes get tired of eating the 
same sort of things in the same sort of way, 
and long for a change? ; 

At the Martinique you can change from 
table d’hote toa la carte, and then back again 
—as often and whenever you please. 

Apartments of 2, 3, 4 and 6 rooms. 


The Martinique is right ‘‘next door” to the- 
aters, churches, clubs, shops. 

The Martinique gives you to eat what you 
want when you want—a la carte or table d’hote. 

The Martinique offers apartments of 2, 3,4 
or 6 rooms, 


At the Martinique you dine on the rgth floor, 
125 feet from the ground, in quiet, in view of 
the Highlands of the Hudson and the beauties 
of New York Bay. 

Table d’hote or a la carte—change when you 
want the change. 

Apartments of 2, 3, 4 or 6 rooms, 


There is not a surface car line in New York 
City that by transferring will not land you 
within half a block of The Martinique. 

Think of all that may mean! 

There are apartments at The Martinique of 
34) 4 and 6 rooms, 

‘able d’hote or a la carte. 


The Martinique isn’t leased to some man 
who is trying to make all he can daring his 
lease—it’s managed by the owner. 

You can have an apartment of 2, 3, 4 or6 
rooms—just what you want. 

You can dine ala carte or table d’hote—just 
as you want. 

You can be “‘at home’’—be as you want, 
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| | A Roll of Honor 








(SECOND YEAR.) 
No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


Advertisements under this caption are pted from p 
ing to the 1904 issue of the American Newspaper Directory, 


hliah 


8 who, accord- 
have submitted for 





that edition of the Directory a detailed circulation statement, duly signed and dated; 
also from publishers who for some reason failed to obtain a figure rating in the 1904 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 


ment be 


ing available for use in the 1905 issue of the American Newspaper Directory. Cir- 


culation figures in the ROLL or Honor of the last named character are marked with an (3). 


These are generally regarded the | ccc who believe that an advertiser has a right 
or. 


to know what he pays his hard cash 


Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 percent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
ean be made, provided the Sa. sends a statement in detail, properly signed and 


dated, covering the additiona 
paper Directory. 
ALABAMA. 


Anniaton, Evening Star. Daily aver. for 1903, 
1,651. Republic, weekly aver. 1903, 2,216. 


Birmingham, Ledger. dy. Average for 1903, 
16,670. KE. Katz., Special Agent, N. Y. 


ARIZONA. 
Phoenix, Republican. a average for 1903. 
6,088. Chus. 7. Logan Special Agency, N. Y. 


ARKANSAS. 


Fort Smith, Times, daily. In 1902 no issue less 
00 Actual average for August, | 


September, October, 193, 8, 109. 

Little Rock, Arkansas Methodist. Geo. Thorn- 
burgh,pub. Actual average 1903, 10,000, 

Little Rock, Baptist Advance, wy. Actual 
average 1903, 4,550, four months 1904, 4,720. 

CALIFORNIA. 

Fresno, Morning Republican, daily. Aver. 1903, 
5,160, March, 6,250. EH. Katz, Sp. Ag., N.Y. 

Mountain View, Signs of the Times. Actual 

ly average for 1903, 82,842. 

Redlands, Facts, daily. Daily average for 
1903 1.456. No weekly. . . sais 

San Diego, San Diegan Sun. Daily average 
for 1%8,2,48%. W.H. Portertield, pubs “ 

San Franelaeo, Call, d’y and 8’y. J. D. Spreck- 
els. Actual daily average sor year ending June, 
1904, 61,802; Sunday, 85,784, 

San Jose, Evening Herald, daily. The Herald 
Co, Average for year end. Aug., 1002, 8,597. 

San Jose, Morning Mercury, daily. Mercury 
Publishing Go. Average for 1902, 6,266. 
picaeen Prcite Tree and Ving me, WG 

nan, ‘ual a e, 1903, ° ir 

three months, 1904, 8,166. 7 


COLORADO. 
Denver, Post, daily. Post Printing and Pub- 


lishing Co. Average for 1908, 88,798. Average 
Sor August, 1904, 45,064, Gain, 8,716. 


t2™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
UA teed by the publishers of the 
oe nu American Newspaper Direct- 
Waa 6 Ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


° CONNECTICUT. 
Ds ee all 





period, in accordance with the rules of the American News- 


Meriden, Morning Record and Republican. 
daily average for 1903, 7,582. 

New Haven, Evening Register. daily. actual 
av. for 1903, 18,571; Sunday, 11,292. 

New Haven, Goldsmith and Silversmith, 
monthly. Actual average for 1903, 7,817. 

New Haven, Palladium, daily. Average for 
1903, 7,625. E. Katz, Special Agent, N. Y. 

New Haven, Union. Av. 1908, 15,827, first 3 
mos. 1904, 15,942. EB. Katz, Special Agent, N. Y. 

New London. Day, ev’g. Arer. 1903, 5,618, 
June, 1904, 6,049. E. Katz, Spec. Ad. Agt., N.Y. 

Norwalk, Evening Hour. Daily average year 
ending June /, 1904, 8,188 (sk). 

Norwich. Bulletin, morning. Average for 1903, 
4,988; jirst six months 1904, 5,178. 

Seymour, Record, weekly. W. C. Sharpe, Pub. 
Actual average 1903, 1,169. 


Waterbury, Republican. Daily average 1903, 
5,846. La Coste ¢ Maxwell, Spec. Agts, MY.’ 


DELAWARE. 


Wilmington, Every Evening. Average guar- 
anteed circulation for 1903, 10,784, 


DISTRICT OF COLUMBIA. 
Washington, Ev. Star, daily. Ev. Star News- 
paper Co. Average for 1903, 84,088 (© ©). 
National Tribune, weekly. Average for 1902 
104,599. First six mos. 1903, 112.26 8. 
Smith & Thompson, Rep., N. Y. & Chicage. 


FLORIDA. 
Jacksonville, Metropolis, daily. Arer. 1908, 
8,898. E. Katz, Special Agent, New York. 


GEORGIA. 
Atlanta, Journal, dy. Av. 1903, 88,928 June, 
1904, 44,051. Semi-weekly 45,867. 


Atlanta, News. Actual daily average, 1908 
20.104. Average April, 1904, 26,547. . 

Atlanta, Southern Cultivator iculture. 
semi-mo. Actual average for 1903, $0, 25. Aver- 
age first six months 1904, 88,666. 

Lafayette, Walker Co. Messenger, weekly. N. 
C. Napier, Jr.,pub. Av. for 1903, 1,640. " 


ILLINOIS. 


Cairo, Citizen. Daily average 1903, 818; week- 
ly, 1.110. First eight months 1904, daily, 1,2055 
weekly, 1,125. August, 1904, daily 1,281. 


Champaign, News. In 1902 no issue less than 
1,100 daily and 8,400 weekly (163). 
y . Ad Sense, monthly. The Ad Sense 
oon ing ‘Actual average for 1902, 6,088. 
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o nee vem Giate monthiy. Dr W. 
pub.; 8. tt Clough, adv. mer. 
a F as ‘soese copies, reaching 
over one-fourth of the American medical pro- 
Session. 


Chieago, Bakers’ Helper, monthly. H.R 
Ulissold. Average for 1903, 4,175 (OO). 

Chicago, Breeders’ Gazette, stock farm,week- 
ly, Sanders Pub. Co. Actual average for 9 
67,880, 20 weeks ending May 18, 1904, 69,162. 

ae 0, Dental Digest, mo. DP. H. Crouse, 
pub. ual average for 1903, 7,000. 

ee Farmers’ Voice. Actual weekly aver- 
age year ending September, +9 4904, 22,802 (). 


Chicago, Grain Dealers Journal, s,mo. Grain 
DealersCompany. Av. for 1903, 4,854 (0). 

Chicago. Gregg Writer, monthly. Shorthand 
and Typewriting. Actual average 1903, 11,666. 

Chieage, Home bee mo. T.G. Mauritzen. 
Act. av. 1903, 22,500. Last 3 mos, 193, $4,000, 

Chicage, Journal Amer. Med. Assoc. Wy. av. 
4903, 28,615, First six months 194, 81,156. 

Masonic Voice-Review,mo. Oldest in world. 

verage six months 1904, 2: 5,710. 1 

Chieago, Monumental News. mo. R. J. Haight, 
pub, Av. for year end. July, July, 1902, 2,966. 

Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548. 

Park and Cemetery and Landscane Gardening, 
mo. Av. for year ending July, 1902, 2,041. 

Chie Record-Herald. Ave Sor 1938, 
daily Te4, 218, ‘Sunday 191,817. 

Chieago, Retailer’s _— monthly. Act- 
ual average for 1903, 6,785 

Chieago, The Operative Milter, monthly. <Act- 
ual average fur 1908, 5.542. 


Gibson City, Courier, weekly. Estab. 1873. 
Actual average year ending June 30, 1904, 1,292. 








Kewanee, Star-Courier. Av. for 1903. daily 
8,088, wy. 1,414. Daily ist 5 mos, ’04, 8,296. 


La Salle, Bar Pression, Polish, weekly. 
Average 1903, 1,805. 


Peoria, Star, eveni ana Sunday morning. 
Actual sworn average Jor 1903, 22,197. 


Roekford, Register-Gazette. Dy. av. for 193, 
5,226, s.zvy. 6,416. Shannon, 150 Nassau. 


Roekford, Republic, daily. Actual qrane 
Sor 1903, 6,540. La Voste & Maxwell, N.Y. 


INDIANA. 
Connersville, Courier, weekly. Actual aver- 
age for 1903, 1,567. 


Evaneville, Courter, er, daily and 8. Courier Co., 
pub. Act. av. ’02,11,218 (244). a hor 03, 12,- 
618. Smith é Thompson, Sp. J Sp. Rep.,N.Y. & Chicago. 

Evansville, Journal-News News. Ar. for 1903, dy 
18,852, S'y 14,120. £. Katz,Sp. Agt., N. ¥. 

Goshen. Cooking Club, monthly. Average Sor 
1903, 26.878. A persisten ‘ent medium, as 
wives keep every issue for jue for daily reference. 

Indianapolis, News, dy. A dy. Aver. net sales in 1903, 
69,885, first six months 1904, 72,858. 

Indianapolis, Star. Aver. net sales for July 
(all ' Selaratant unsold copies deducted), 3,261, 


Lafayette, Morning Journal, daily. Sworn 
average 1903, 4,002; July, 1904, 4,562. 

Marion, Leader, daily. W.B. Westlake, pub. 
Actual aver. for 6 mos. end. end, June 30, ’04, 5,741. 


Munele, Star, d’y and S’y. S’y. Star Pub. Co. Aver. 
Sor 1903, dy 25,886, S’'y 19,250. 


Notre Dame. The Ave Maria, Catholic weekly 
Actual average for 13, 24,082. 





RI h d, Sun-Telegram. Sworn av, 1903, dy. 
8,811. For Feb., 194, 8.944. 


South Bend. Tribune. Sworn daily a 
4903,5,718. Sworn uw arerage for August, 6, 6.884. 


rre Haute, Star. Av. net sales for A 
ania unsold copies deducted), 5, Sebi. 


a 





‘INDIAN TERRITORY. 
Ardmore, Ardmoreite, daily and weekly, 
Average for 1903, dy., 1,951; wy., 8 +872, : 


IOWA. 
Burlington, Gazette, dy. Thos. St 
Average for 1W3, 5,864, * Jen., 1904, 605g" 


Davouport, Times. Daily aver. - 8.055, 
8..wy. 1,660. Daily aver. March, 1904, 9.508. tm. 
guar. more yt. double of uble of any Davenport dail 


Decorah, Decorah-Posten (Norw ian pag 
av. cir’n, 19038, 89,681. Marc March, 100 donb 


Des Moines. Capital, daily. daily. Lafayette Y 
publisher. Actual average for 193, 81,89%, 
Average for first six months 1904, 85,808 

City circulation the largest o, pany * Moinn 
newspaper absolutely guaranteed. uly y evening 
newsyaper carrying Gdvertising of the rt. 
ment stores. Carries largest Senount Bd 
advertising. 


Der Moines, News, daily. Actual average 
1903, 45,876. . 
Dea Moines, Spirit of the West, w 
and live stock. Averane for 1902, 6.095. a 
Des Moines, Wallace's 4g wy. Est. 1879, 
Actual average for 1903, 88.76 : 
Museeatine. Journal, aay av. 1903 4,849, 
semi-weekly 2,708, first four months 5,167, 
Ottumwa, Courier. Daily oy ove queens i March 
and April. 1904, 5,021. weekly average for 
March and April, 1904, 7.704, 


Sioux pe Journal. Dy. av. for 1903 (sworn) 
ily 





19,492, daily av. Jor J es six months of 194, 
0,766. Records always open. More readers in 
its "field than of all other daily papers combined, 


KANSAS. 

Wutechinson., News. Daily foes! 2 768, weekly, 

.“ 12. E. Katz, Agent, New Yi 
one eka, Western School Jour, educational 
aml ly. Average for 1903, 8,125 
KENTUCKY. 

Narrodsburg, Democrat. Best weekly aan 
section Ky. Av. 1903, 8,582; growing fast 

Lexington, Leader. Av.’03, 3.828, 8: 4.098, 
ist q’t’r ’04, dy. 8, 928, Sy. 5,448. E. Katz, agt. 

Loulaville. Evening Post, dy. Evening Post 
Co., pubs, Actual arevage for 1903, 26,964, 


Paducah, News-Democrat. Daily net av. 1%3, 
2,904. Year end. June 30,04, net paid cir. 2, 92%, 


LOUISIANA. 
New Oricane News. Dy. av. 1903, 17,528, 

Sunday 17,6 

New Orleans, The Southern Buck, 
organof Elkdom in La. and Miss. Av. 03, athe. 

MAINE. 

Augusta. Comfort, m H. Gannett, pub. 
Actual average for 1908, 1. “205,505. 

Bangor. Commercial. Average for 1903, daily 
8,218, weekly 29,006. 

Dover, Piscntogsis Observer. Actual weekly 
average 1903, 1,9 ii, OR 

Lewiston. Evening Journ Journal, daily. Aver. for 
1903, 6,814(©©), weekly 18,482 (© ©). 

3. antttes Maine Woods and Woodsman, weekly. 

J. W. Brackett Co, Average for 1903, 8,041. 


Portland. Evening Expres Express. Average for 1%, 
daily 11,740, Sunday Telegram 8,090. 


MARYLAND. i 

Baltimore, News, daily. Evening News Pu 

lishing Co, Average 190, 44,582. For August, 
1904,54,682. 


MASSACHUSETTS. 
Boston, Evening Transcript(@@)(412). Boston’s 
tea table paper. Largest amou amount of week-day adv. 


Boston, Globe. Average Average for 1908, daily, 195,* 
554, Donday, 297,824. 
Largest circul 





lation in New England. 
Advertisements go in morning and afternoon 
editions for one price. 
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una SEverage 2, 21,580. 
Fry 178,808. 
de. fhe dat = dy. 21 8. rate 


n in New Eng 
pos deer & tay cirectation in New England, 


AUGUST, 1904. 


DAY BY DAY. 
Rady mr number of complete co of the 
Post and the Boston (ay Post 
vont ~~ dad during the month of August, 
904, was as follows: 
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Flint, Mi Daily Journal. Aver. year end- 
Tune 30, 04, 6,067 (4). Av. for June, 6,886 (%). 
Grand Rapids, Evening Press, d Average 
1903, 87,499. 44,290 aver. 90 aver. daily’ to's a 1, 1904, 
Grand Rapid Herald. Average daily issue 
Sor 1903, 22,824, first six months 1904, eeneT. 
Jackson, Citizen, daily. James O’Donnell, 
pub. Actual average for 1903, +12 (46). Av- 
erage for jirst six months 1903, 4,828, 
Jaekson, Press and Patriot. Actual daily 
average for 1903,5,649. Av. Aug., 1904, 6,670. 


Botemenes, Ga pant. daily, six mos. to ont 
ist, 10,144. “¢~ 4.500 more 














than any ther a dail per published in city. 
DAILY. SUNDAY. Three months to Sep sat, 10,289. 
I Evening Tel hh. First six 
T pated mos, 1904, a 9,881, Jone, 9,520, 8.-w. 9,281. 
- ) a — ey 
211.100 Sagina Courier-Herald, daily, : cee 
| ah a1 008 average ta 8,288; August, 1904, 10,480. 
5. y aginaw. Evening News, daily. Average for 
& — 178,80 (0s TA -B1b. August, 190%, datly 14-497, 
H Hn MINNESOTA. 
10. 212,470 wp meena. farmers’ Tribune, twice-a-week. 
NH. 211, Murphy, pub. Aver. for 1903, 68,686. 
> Ht 7 uname Farm, Stock and Home, ane 
“ 179,925 monthly. SOR, CES First siz 
16... 220,800 d Se Sere 
¥6.... 224.070 Rae lis, Jowrnal, daily. Journal Print 
orf Co. Average for first # mos. tn 1904, 68,538, 
9... 221,000 = Winneapella Svenska Amerikanska Posten. 
%. 215, _ wan J. Turnblad, pub. 10s, pentane 
21. 176,75 i ge hold 
P Mi The 
* sete monthly. Actual average 1903, ses.2c0. 
uw. 213,800 Minneapolis Tribune. W. J. Murpby. b. 
%. 214.290 Eat her,” Oldest ‘Minneapolis daily” 5903, 
%.... 213,590 daily onerams, 72,88 oe uarter of 1903, 
ae 275,400 was %7,129; Sind, 62,924. Sunday 
%. 177,800 werage for first eig Ae mouths of 1904 was 
2. 216,000 68,602. The daily cas $6,181 the first 
%.... 215.900 eight months of Cy seas 197. Daily 
31 %14,370 average at = August, 8 
Total, The Daily onl Mirinenpolis daily ited 
in Kowell'e 4 Newspa; 
27 days.. 5,883,260 ; X- that at veguierdg pub- 
Taal Toa Sanday lishes its circulation orer acon 











Daily Average, - oT 188 
Sunday Average, 178.318 


(Signed) W.A. Gaocerm. 
Business anager. 
Boston, Sept. ” >. ene 


Boston, Trave' Ket. 182 18%, Actua! daily av. 
192, 78,852. fe 1908, 76,666. For the first six 
months of 1904, daily average, 88.810. 

La erouing circulation in New England. 

Reps. : & Thompson, N. Y. and ee 


East Northfield, Record. Bane +5 of Christian Work, 
Ue fi Aver. for yea: Dec. 31, 1903,20.250, 
we {if you want fo y home cirew lation~ 

sticks, Puge rate ¢ $22.40 flat, pro rata, 


Gloueester, Cape Ann News. Actual daily 
Grerage year ending February 15, 1904, 4,804; 
aver. jirst six mos. 1804, Oy B41 6,241; ; June, 1904, 6,525. 


North Adama, Transcript, even. Daily net av. 
. 5,267. Daily av. tv. printed Aug., 1904, 5,788. 


pringfiel ousekeeping,mo. A 
age Sor Mela. Good, Househ First six six’ months 190, 
161,166, AU advertisements ts guaranteed. 


Springfield, Republican. Av, 1908, dy. 15,542 
), Sun. 15,27 (OO). wy. wy. 4,086. 


Woreeater. daily. 
Post Co. dverage for "008.13 oti. 


hogy al i inion Pu Pa. 


iT as iy See 


"MICHIGAN. 


wee Aver, 7 mamg) yf oNyh Of ion, 4, 100. gr 


Worcester 


daily (OO). 
paper in 


»d down to date in 
ROLL OF Honok, or publishes a 
tement in its own col- 
umns. The Tribune is the ree- 

ognized Want Ad Medium of Minneapolis. 

@watenna, Chronicle, semi-w’y. Av. for 
1903, 1.896. Owatonna’s leading newspaper. 
Present circulation, 2,100. 

&t. Peal, J Der Wanderer, with ag’l . Der 

er im Wi esten, wy. Av. j "for 1903, 10,500. 

&t. Paul, Globe, daily. Gl bere] on publishers. 
Actual average for 1903, 81,5 

&t. hor News, daily. a netnal average for 
1903, 85,8 _ A 

&t. a Pioneer Pres. * ean average for 
1908 84,298, Sunday 80.98% 

St. Paul, The Farmer, agi ag 8 mo. Est. 1882. 
Sub. 50c. Prof. Th. Shaw,ed. Act. i. year end. 
February, 77,861. Actual present av. a 


St. Paul, Volkszeitung. Actual arerage 190: 
dy. 11,116, wy. 28,414, Sor 4, Sonntagsblatt 25.408. 


Winona, Republican can and Herald, daily. Aver- 
age year ending June, 1904, 4, 1904, 4,126. 


Winona, Westlicher Herold. A 1903, 
22,519; Sonntags Winona, 28,111; Volksblatt 
des Westens, 80,045. 


MISSISSIPPI. 


Viekab ' erican, dail pau, no issue 
less than . eh In 1908, 1, bo copies 
MISSOURI. 
Joplin, Globe, daily. A 1908, 10,510, 
July. 1908, 12,188- E-Katz, Special Agent, N.Y. 


Kanaae City, Journal, w’y. Average 
= 1908, on 0,268, Paget Ary 188,725. 


city. World, daily. Actual average 
Pt. 1905, 3, 61,28 


Springfield, ‘ 





So monthly. Actual 
average for 1908, 2,888. ie. 
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it. Joseph, News and Press, Daily aver. for 
1908, B08 8. Last 3 mos. 1903, 85,065. 


St. Louis, Medical Brief,mo. J. J. Lawrence, 
A.M.,M.D.,ed.andpub. Av. for 1903, 87,950. 


National Farmer and Stock Grower, mo. Av. /2 
mos. end. Dec., 1903, 106,625. 1902, 68,588. 


St. Loule, Star. Actual daily average for 
9908, 64,878. 

St. I.ouls. The Woman's M ne, monthly. 
Women and home. Jewis Pub. Proven aver- 
age for 1908, 1,845,511. Actual proven aver- 
age for 42 months 1,596,468. Every 
guaranteed to exceed 1,500,000 copies—full 
count. mt gr circulation of any publication 


MONTANA. 


Butte, American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 


Butte, Inter-Mountain, evening. Sworn net cir- 


gedat lion for 1903, 10,617. Sworn net circu- 
tion from Jan. 7 to June 30, 1904, over 14,000. 
NEBRASKA. 
nApsley The Nebraskan, monthly. A. H. 
ks, ks, pub. Actual average 1903, 5,088. 


Lincoln, Daily Star. Actual average for 1903, 
11,165, April, 1904, 14,485. 


Lincoln, Deutsch-Amerikan Farmer, weekly. 
Average year ending June, #04, 149,808. 

Lineoln. Freie Presse, weekly. grates erage 
for year ending June, 1904, 152.0: 

Lineoln, Nebraska Teacher, nanan. Towne 
& Crabtree, pubs. Average for /903, 5,81 

Lincoln, Nebraska Farm Journal. Monthly 
average year ending August, 1904, 14,400 (3). 

Lincoln, Western Medica! Review,mo. Av. yr. 
= May, 1903,1,800. in 1902, 1,660. 


ha, Den Danske Pioneer, wy. Sophus F. 
Noble Pub Co. Average for 1903, 29,084. 


Sasha. News, daily. Actual average for 1903, 


41,824. 
NEW HAMPSHIRE. 
Franklin Falla, Journal-Transcript, weekly. 
Towne &Robie. Actual average 1903, 8,560. 


Nashau, Telegraph, even., daily and weekly. 
Actual daily average 8 months 1904, 2,800 sworn. 
NEW JERSEY. 
aan Park, Press, dy. J. L. Kinmonth, pub. 
Grerage 1903, 8,792. In 1902, 8,556. 
ae Daily Courier. Est. 1976. Net aver. 
circulation for 6 mos. end. April, 3v, 194, 7,702. 
Camden, Post-Telegram. Actual daily aver- 
age, 1903, 5,798 sworn. 0 5,889. 
Clayton, Reporter, wee eekly F. Jenkins, 
Pub. Actual average for 1903, Ye, io. 
Hoboken. be daily. Actual average 
1902, 18,097 ; Sept., 1903, 22,751. 
Jeraey City, Evening Journal. Arerage for 
1908,19,012. First six months 1904, 21,024. 
Newark, Rvening News. News. Evening News Pub. 
Co. Av. for 1903, da ly 58.896. Sunday 16,291. 
Newmarket. Advertisers’ | Guide, mo. piecing 
Day, publisher. Ar erage for Sor 1908, 5,125. 
met Bank, kegi-ter, er, weekly. Ust. 1878. Jobn 
Cook. Actual average 1903, 2,961. 


Py mn pane Star,wy. Sworn ar.’03,8,759. 
very issue since Feb., “Ol, more than 8,900. 
NEW YORK. 
Albany, Journal, evening. Journal Co. Aver- 
age one year to April 30, 1904, 47,288. 


Albany. Times-Union, every evening. Fstabl. 
1856. Average for first three months /904, 29,626. 








Batavia. News, evening. Average 1903, 
6,487. Six months, 1904, 6,810. 
Binghamton, Evening - Herald, daily. Herald 


Co. Average for first three m three months 194,18,214, 


Buffalo, Courier, morn.; Enquirer, even, \V 
J. Conners. Aver. for 1908, morning 50, 882, 
evening 88,082; Sunday average 63,586. 
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Buffalo, Evening News. Daily average 4 
79,408, First 3 months 1904, 85,949. id 


Cortland, Democrat, Frid Fridays. Fst. 1840. Aver, 
4908, 2,248. Only Dem. paper in county, 


Lyons, Republican, established 1821. Chas. H. 
Betts, editor and prop. Circulation 1903, 2,821, 


Mount Vernon, Daily Argus. Average 
2,989. Westchester Cowity’s leading pager 


Newburgh, News, daily. Av. for /903,4,4 
4,000 more than all other Newb’ gh ata ape | 


New York City. 


American Machinist, w’y, bine construe, 
(Also European edition.) Average 1903, 20,425, 


f Army %, 9,086 Journal er i. Weekly aver, 
‘or 1903, esen me sation (Me 
S415.’ We O OPP. Church Pubs wn 


posible (The), png Ptivn Building, 
Average circulation 1903, 1 


Baker’s Review, monthly. W. R. Gregory Co., 
publishers. Actual average for 1903, 4,450, 
Average for last three months i9::, 4, 700. 


Benziger’s Magazine, family monthly. Ben- 
* er Bros. Average for 1903, 29,208. Your 

vertisement in Benziger’s Magazine will bring 
you business, because its circulation has 


QUANTITY, CHARACTER, INFLUENCE, 

Benziger’s Magazine is sold only by yearly sub- 
scription, and those who advertise in its columns 
reach avery desirable class of people. Advertis- 
ing rates, 25 cents per agate line. 








Clipper, weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Aver. for 1903, 26,912 (© ©) (689). 


Dry Goods, monthly. Max Jagerhuber, pub- 
lisher. Actual average for 1s for 1903, Ts08. ‘ 


Fl Comercio, mo. . Spanish export. J. Shep- 
ard Clark Co. Average for 1903, 6,667, 


Electrical Review, weekiy. Electrical Review 
Pub, Co. Average for 1903, 6, 1903, 6,885 (© ©). 


Elite Styles, monthly. bly. Purely fashion. Actual 
average for 1903, 62. 25. 

Engineering News. A weekly journal of civil, 
mechanical, mining and electrical engineering. 
Average circulation 1903, 12,642 (© ©). 


Forward, daily Forward Association, Aver- 
age for 1903, 48,241, 


Four-Track News. monthly. Actual av. paid 
for six months ending August 1904, 95,600" 
September edition guaranteed 100,000. 


Haberdasher, mo, est. 1881. gna ererety 
1903, 7.166. Binders’ wit and 1 Ohee 
receipts distributed monthly to sinardlaite. 


Hardware Dealers’ Magazine, morthly In 
1993 no issue less than 17.000. (Q®). 


Junior Toilettes, fashion monthly. Max Jaeger- 
huber, pub. Actual average 1903, 86,640. 


Leslie’s Weekly. Actual aver. year end. Aug., 
1904, 69,077 (3). Pres. av. over 5,000 weekly. 


Leslie’s Monthly Magazine, New York. Average 
circulation for the t 12 frente, er 684. 
Present average circulation 257,60 Novem 
ber number guaranteed 800,000. 


Music Trade Review. music trade and art week- 
ly. Average for 1903, 5.588. 


National Provisioner, weekly. Packing houses, 
butchers, cotton seed oil, ete. 1903 av. cir. 6,402, 


Newspaperdom, w’kly. Recognized journal 4 
newspaper pub’g and adv’g. Aver. 1903, 5,1 
New Thought, monthly. 27 F.. 22d St., New ary 
Sydney Flower. publisher. Number of copiesand 
advertising rates given each month on first pare 
reading matter. Sample copy free for the ask 
Worth examination. New THOUGHT has ma 
money for all its advertisers. Discount to 
agencies, 2 per cent from published rates. Aver- 


age for 1908, 104,977. 
Printers’ me, peas. A journal for advertis- 
ers, $5.00 pe 1888. Average for 198, 
001. Average for six months ng June 
30, 1904, 12,808, 


The Ladies’ World, mo.. household. 





Average 





net paid circulation, 1908, 480.155. 
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The People’s Home Joursal, 515.250 monthly, 
Good Lirenire, ene monthly, average cir- 


culations 
scribers. oe. "Lupton, Publ isher. 
The Wall ost Journal. Dow, Jones & Co., 
publishers. Da‘ ily average for 1903, 11,987. 
The World. Actual aver. for 1903, Morn., 278,- 
607, Evening, 857,102. Sunday, B88, 65° 50. 
ttes, fashion, monthly. Max Jagerbuber, 
publisher Actual average for 193, 61,800. 
Rochester. Case and Comment, mo. Law. Av. 
fSor1903, 80,000 ; 4 years’ average, “ung? 
Seheneetady, Gazette, daily. A. N. Liecty, 
AV for 1902, 9,097. ee average for 
1903, 11,628. 
Syracuse, Evenin, ng Herald, daily. Herald Co. 
pub. Aver, 1903, da: ly 88,107, Sunday 88,496. 
Utiea. National ‘Electrical Contractor, mo. 
Average for 1903,2,708. 
Utiea, Press, fony. gd A. Meyer, publisher, 
Average for 1903, 14,00. 
Warsaw, Western ~— Yorker, weekly. A 
oo Se 1903, 8,802, In county of 32,000 with 
Py 
acta Reporter. Only dy. and s.-wy. i 
. Av. 1903, daily, 1.184; somi-roeckly, 2,958. 


NORTH CAROLINA. 
au. Observer. Py aan fer. 
newspa y . 
Bunday, yi: aenit-wceokty, 8,800. First three 
months 1904, 6,578. 
Elizabeth City, Tar Heel, weekly. Actual 
werage 1903, 8, 0. Covers ten counties. 








Raleigh. Biblical Recorder, weekly. Ar 
1903,8,872. First five months /904,10,166. 


NORTH DAKOTA. 


Grand Forks, Herald, a, oe Sor April, 4 
5,862. Will guar. 6,000 ear, N. ‘Dakota's 
BIGGEST DAILY. Ls Coote’) laxwell N.Y. Rep. 


Grand Forka, Normanden,weekly Ar. for 903 
5,451. Guar. 6.550 after August /,1904, 


Wahpeton, Gazette. Average 1903, i 564, 
t circulation, 1,800; sent free, 1,500. 
Total, 8,800, 


OHIO. 


Akron, Beacon Journal. Average 1903, 8,208. 
N. Y., 523 Temple Court. Av. Aug., 1904, 9,647. 


Cincinnati, —— and Server, monthly. Actual 

ave! ae a 18,088. Actual average for 

Otetal organ Hotel aud Restau- 

rant Employees’ Fi Alliance and Bartenders’ 
Int. League if America. WA WATCH US GROW. 


Cleveland, Plain Dealer. Dealer. Be. 1841. Actual 


ym average 1903, 66.445 ; Sunday, 60,759. 
August, 1904, 84,6 10 10 daily; ‘oundaye 69,706. 


Dayton Daily News 


Average for 1903, 16,407; July, 
1904, 18,894. THE ONE DAILY 
in a one-daily city. Thorough canvass 
of all homes in Dayton shows the fol- 


lowing: 
News - - 13,429 
Herald, Journal, , Press 44,853 


News overall - 1,578 


Laneaster, Fairfield Co. R Co, ublican. In Aug 
bo 02, no issue less than 1 ‘than 1,6: for 2 years. 


London, Democrat, semi-¥ oa . Actual average 
= mor eees: Average 7 809, six months 


Mansfield, Dai Act. aver 
June, 04, 4,28) Men Parat "Pivet tence. er earn. 


Springfield, Press-Republi Republic. Arer. 1903.9, 288. 
April, '04, 10,155. N.Y, office, 523 Temple Court. 
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Toledo, Medical and Speen Reporter, mo. 
Actual average 1903, 10,088 
Washington Court ise, Fayette Co. 
Record, weekly. Actual average 1903,1,775. 
reneene. Vindicator. D’y av. ’03,11,009. 
LaCoste & Maxwell, N.Y., Eastern Reps. 
Zanesville. cowl. < deity, reaches 8, E. Ohio. 
Guarantees 5,000. age six mos. 1904, 5,814. 
Eenceriiie, nimeneorpder. Aver. year end. 
4, 1904, 8,082 (3%). Sworn aver. 8 mos. 1904, 
8, 44 (%&).. Guaranteed double nearest com- 
petitor and to exceed combined competitors. 


OKLAHOMA. 
Guthrie, Oklahoma Farmer, wy. Actual 
average 1903, 28,020. 


Guthrie, Oklahoma State Capital, dy. and 
Aver. for 1903, daily 20,062, weekly 25.01 
Year ending July 1, ’03, dy. 19.868; wy. 28,119. 


Oklahoma City, The Oklahoman. 1903 aver. 
5,816; August, ’0s, 8,818. E. Katz, Agent, N.Y. 


OREGON. 
Astoria. Lannetar. C.C.C. _Resenberg. Finnish, 
weekly, Average 1902, 1.898. 


Portland, Evening Telegram. dy. (ex. Sun.). 
Sworn cire’n six months ending June 30, 21,148. 


Portland, Oregon Daily Journal. Actual 
age for 1903, 8,946; first 7 months 1904, 14,479. 


PENNSYLVANIA. 
Chester, Times, ev’g d’y. A 1903, 8,187. 
N. Y. office, 220 B’way. FR. No rup, Mgr. 


Connelleville. Nay a eo Aver.for 1903, 
1,848, weekly for 1903, 8,090, daily average 
April, 1904, 8,019. 

Erle, People. weekly. Aug. Klenke, Mer. 
Average 1903, 8,088. 

Erte, Times, daily. Average for 1903, 11,208. 
July, 1904,14,283. E. Katz. 81 Sp. Ag., N. ¥. 


Philadelphia, American Medicine. . Av. 
for 1902, 19,827. Av. March, 1908, 16,827, 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE BULLETIN for each day in the 
month of August, rt rr 





} ane «++. 175,708 17 
2 .. 180,170 | 18... 
3 + 184,886 19 
4 183,444 20 
5 188,068 21 
6... 176,958 22 
Sunday 23 
8 187,006 4. 
= 185,831 25... 
10... 183.106 26... 
38 ws 183,931 27... 
13... 185,005 2... 
18... . 177,062 
14 Sunday ° tee 
1 











Total for 27 days, 4,951,928 copies. 
NET AVERAGE ag AUGUST, 


183,404 copies per day 


BULLETIN’sS circulation figures are 
all ‘anniek ited free oni returned sales 


have been omit! 
1. Melman, Publisber. 


Patiadelats 
adelphia eh tA 


e about 230, 
# Buyers ‘circulation which uring tbe 

mon! 01 pe dag 

o——* vening into a pig he ot these 


Philadelphia, Camera, m Frank ¥ 
Chambers. "Average for 1903, TT . 
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The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


m Copies 136,329 


ACTUAL CIRCULATION FOR AUGUST: 
1 

18 
19. 
20 
21. 
22 


23 
S.... 
26. 











Total for 27 ane... 
Daily net average. 
BARCLAY H. WARBURTON, 
Presi 


dent. 
Philadelpbia, Sept. 6, 1904. 
THE EVENING TELEGRAPH is best om Rg advertis- 





ing. Tegees into the home and stays 
Philadelphia, Farro gp ighers de Wil- 
mer Atkinson Company. _ lishers verage 
Sor 1903, 544, ers’ Ink awa 
the seventh sugar Govt to Farm Journal with this 
inscription 
* 4warded June 2th, wr 4 
* Printers’ Ink ‘The Lit 
Schoolmaster’ in the at ) 
nas « Advertising to the Farm 
“Journal. After a canvassing 


“of merits extending over a 
year, 


Those pi ~. poly $ are fost ype. oren gy & = 
tu 





fenced the the one that dy atag dy 7 pb nmaed 
4 au edi an ‘or the agricultu- 
“ral ———s. and as an effective and economt- 
be um for communicating with them, 
= eg ‘its a vertising colu columns.’ 


Pitiogel hia, German Daily Gazette. 

reulati: rst six mos. — daily CeCe Sun: 
day $7,268. "Sworn states statement. Cir. atin 

Philadelphia, Press. Av. Av. circ. over 100,000 
daily. Net average for Augu August, 1904, 109.457. 


Philadelphia. oe School Times, rates 46 
Ave’ ta 1908, 102,961. Send for rates 
The Religious fast Phi i 





Philadelphia, The Grocery World. Actual 
average year endi: ing August, August, 1904, 11,741. 


ofa**as Labor World, World, wy. Av. 1903, 18,- 
monckee Dest ssid dialed wirknenth OE. 


"Pettit Evening Chronicle. Official county 
organ. ily average 1903, 6,648. 


Seranton, Times, every . E. J. Lynett. Av. 
Sor 1903,21,604. La Coste ‘Maxwell. N. ¥. 
Washington. Reporter and Observer. Six 
months ending June 30th, — ° 


daily. W. H. 
Average for H 15.168. 


id ant 81 $6 s Smith 
average 1903, } 
porn Bape. New York and Chicago. 


 _— Publishing 


Weat Chester, Local 
Hodgson. 


weragupert, Grit. 
Weekly. Ne 
& Thom; 





York, Dispatch, ot... 
Co. Average for 1903, 8,10 
Paseragy og ISLAND. 


16,485 (QO) 
8u sunday. 10,998 (0 OG). Evening = Bulletin ae 6 





Utter, pub. Average 
So. Rhode] 


1908, LESS. Only dathy tn ‘Island. 
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SOUTH CAROLINA. 
Anderson, People’s Advocate, weedy. P, 
Browne. Average 1908, no 1880 no 1esue less than 1 “tho 


Oharleaton, Evening Pos Post. Actual dy. aver. 
‘or second 3 months 1904, 8,727. & 


Columbia, State, daily. State Co., publishe 
Actual arer. for 1903, daily, 6.568 ( % sem 
weekly. 2,01 FY Sunday, 705. First six mos 
1904, daily 7,699, Sunday $92 8. 

TENNESSEE. 


Lewisburg, Tribune, ans zomty. w. M, 
Carter. Actual average 193, 1,801 


weekly at Commercial Apt u Appeal, . daily, Sunday, 


A Kel er ee1 0 eh. tats monthe vont 
447, Sunda 


(964), ist 6 months. joud, 
oaily 88,447, Su lay 45,898, weekly 88,109, 


Memphis, Morning News. News. Actual daily aver 
age for 1903, a” For six months ending 
June, 190k, 21.5: 

Fy ~ Danis daily. Aver. for year 193, 

8.772. Six 1904, oo Only Nash 
bilie dailyeligible t to Roll of Hon 


on eme. Progressive Sema and Southw’ n 
Journal,mo. Average for 1903, 9,500. 


TEXAS. 
Denton, Denton Co. Record and Chronicle, 
w’y. W.C. Edwards. is. Average for 1903, 2,689. 


El Paso, Herald. Dy. av. av. 1903, 8,265; April 
1904, 4,284. ey ¥ 4 canvass Herald 
in 80 per cent t= > 80 homes. Only El Paso 
daily paper eligible to Roll of Honor. 


La Porte, Chrorecle, agg G. E. EKepple, 
publisher. Average for 1903, 1, 





Paris, Ad ‘dy, W.N. Furey, pub. Aot- 
wal average, 7008, 1.887. 7 
UTAH. 


den, Standard. pub. Av. 


Wm. Glassman. 
yon 1903, daily 4.881, semi “weekly 8,158. 
VERMONT. 


Barre, Times, daily. F. F. louie. Aver, 1903, 
2,710. Five months in 1904, in 1904, 3,062, 


Burlington, Free Press. D Daily av. 03, 5.566, 
6 mos. to July 1,6,.228. At present 6,900. Ex- 
amined by Association of American Advertisers, 


Burlington, News. Jos. Auld. rawr daily 
average 1903, 5,046, sworn av. April, 5,658. 


VIRGINIA. 
Norfolk, Dispatch, daily. Sworn average for 
1902, 5,098 ; for 1903,7,482;3; February, 8,448; 
March, 9,241. 


Richmond, News — every evening ex 
cept Sunday. Dail ‘ebruary 4, 1903, fo 
Forucry 1, 1904, 2 ane The largest ci: 
tion between Washington and Atlanta. 


Richmond, Times-Dispatch, puoi. 
dai ity en siz months endi pe — 
19,618 High price circulation th no wast 

or duplication. In ninety per cent of ‘Richmond 
homes. The State paper. 


WASHINGTON. 
Pp ey Times. Actual aver. circulation ‘st 
1904, daily $6,848, , Sunday 48,679. 
By far 7 NK ily and’ Sunday in State. 
Tacoma, Led 1903, 12,717 ’ 
15, 615; Wy, S12. A =. 6 mos. e4 ay. 
14, nets: oS eas 18,294: yr 8 rs oeBOL.. 
with, ibune Bldg. 
WEST VinGINEA. 
Parkeréburg, Sentinel, daily. R.E, Hornor, 
pub. Average for 1903, 908, 2,801 ( 054). 


Wheelin ng News. Bete pots cirewn O70. 

Sunda: ” circu’n 10,8 For 42 months up 

to “Apri 1904. Guarantees a paid circulation 

equal to any other two Wheeling papers combined. 
WRcensts. 

La Crosse, Chronicle. Da 

June, 1904, a (%). 


Actual 


average yea: 
ms sy 1904, 6, ie 


La Crosse. r-Press, evening. ‘ual 
average 1903, 000. “seerage June, 1904, éios. 














siwenhes. Brenton Wi isconsin, d’y. vg. Wis- 
consin Co. '903, 21, 98 Spm 
1903, 25,0903 ms August, 1004, % (004, 86,708 (OO). 
Milwaukee, Germania-Ab Abend dy. Av. for 
year end’g Feb.,'0s, 28,8763 av. sas 04, 84, 808. 
ournal Co., pub, 


Milwaukee, Journal, daily 
An ond. June. 1008, 86,016. J ‘janes 190k, 86,870. 
Real 

id 

does ther 3 i oa ape THis ts the best 
any 0 ilwa: 

evidence © JOURNA. per. Ph value to Real 


Estate dealers. 
mF. JOURNAL carries more classified adver- 
| oo lguaee do all the other evening papers com- 


po Northwestern. daily. Average for 
1903, 6,488. First six months 1904, 7,228. 
Raeine, Sousa. Geils. Toasted Printing Co. 
Average for nese 2. 
Py" Agriculturi weekly, 
res os Be 18t First 6 ~~ 1968. 
wertising $2.80 per inch. 


tas Sth. ac 
WYOMING. 
Cheyenne, Tribune. Actual daily average for 
198, 2,709. 
sta POSE” Herein ons ol Tos 
BRITISH COLUMBIA. 


Vancouver, Province, daily. W.C. Nichol, 
— isher. Average for 1903, 5,888; 
August, 1904, 7,665. 


Victoria, Colonist, daily. Colonist P. & P. Co. 
Average for 1903, 8,695; June, 1904, 4,808. 
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MANITOBA. CAN. 
estern Canada’s 
Ps any F oadeg covers chy entire German 
speaking popelanion- tte exclusive field. Aver- 
age for 12 months _— June 30, 1904, agg 
Png ~ @ 3, dail ly and wee ery 

jor Pes, raat 824; weekly, 1 908. 

Daily, August, 1906 aT 


NEW BRUNSWICK, CAN. 


8t. hn, 
tne sete m, Star. Actual daily average for 


NOVA SCOTIA, CAN. 








Halifax, Herald (© @) and Evening Mail. 
Sworn circulation 16,000. Flat rate. 
ONTARIO,.CAN. 


Toronto, Canadian Implement and Vehicle 
Trade, monthly. Average for ‘Or 1903, 5,875. 


Toronto. Star, dail end 
June 20th, 25,988; frat ota soonthe Mo B004e, 
aaliy. aver bone | Rd monthoy 05,86 oyentas, 
ver age 1904, 
4 verage for August, 84,175 (2). x —- 


QUEBEC, CAN. 


Montreal, Herald, daily. Est. 1808. Actual 
average for 1903, 22,515. - = 


Montreal, La Presse. Treffle Berthiaume. 
lisher. Actual average 1903, daily Ted, 4. 


Average April, 1904, eee 

Montreal. on, ¢ ‘Graham & Co. Av. 
for’03, dy, 55.12 tae. tt § 269 (1145). Six mos. 
end. May 31, ’03, dy. av. 55,147, wy. 122,157. 





©O) GOLD MARK PAPERS@O) 





(0) Advertinnes value these 


the mere number of copies printed. Among the old chemists 


— Webster's Dictionary. 
WASHINGTON, D. C. 


the sign ©. 


rs more for the class and topo of their circulation than foe 


was symbolically represented by 


_ BUFFALO COMMERCIAL (© ©). Desirable, 
it always produces satisfactory results. 





THE EVENING STAR (©O), Washington, D.C. 


Reaches 90% of the ‘Was homes. 


“ain an —_ Chie: re- 
ng © @," ly Only paper in ny A 
— 


BAKERS HELPER ( ). Chicago, the ides, 
best known, Oe Has su 


ers in every State and =e 


KENTUCK 
THE COURIER-JOURNAL % ©), Louieville, 
daily, Sunda “ weekly. Not only has 
classand q of circulation, but also quantity. 
While an old and oe newspaper it has 
never lacked progremive mess. It was the first 
peer outside of New York city to introduce the 

rgenthaler linotype machine. It is carried 
every ay day of the week on a special train of its 
own to the heart of the wealthy “ Blue-grass 
region.”” and has a circulation in that 
territory than any “other other daily. 


sostos ¥ Fp ve nema Soh 
ILOT every Saturday. Roman 
Catholic. Jas. — fey Heche 


TetNORTHWESTERN MILLER 


— ear. Covers 
ii ur trade vals oe over the world. The 
only “Gold Mark” milling journal (©©). 


NEW YORK. 
THE POST EXPRESS (© \ aieniee, N.Y. 
Best advertising medium in 
THE NEW YORK TIMES ( roan om 
=s to print.” Net circulati 2e. a 


thousand copies daily free of returns. 


ELECTRICAL WORLD AND ENGINEER (@ ©). 
an 
ly 


domestic 


established 1874; covers foreign 
electrical purchasers; on. 








Bae ay yh pega a An ee received the gold 
ark, being peaten. sone 
this we on hy ous 7A $3, 0000 journals and mag’z’s. 
CENTURY MAGAZINE (© ©). Py area few 
Baa al in every community who a more 
A others. These people read 
MaGagIngE. 


THE BROOKLYN LYN DAILY EAGLE 


Sf. A. of a i in yt ~) =z 


NEW YORK La Ke ©). daily and Sun- 
day. Established 1 conservative, clean 
and u ak, MS em readers repre- 
sent intellect and purchasing power to a ‘h- 
grade advertiser. 
PENNSYLVANIA. 
THE Etreyne DISPATCH ( 
Pa. Delivered in more homes in 
any other two Pittsburg ponmanenbing 


»».) Pittsbu: 
tsburg than 


OHIO. 
CINCINNATI id-wite fame. (©. yt nr a 


ential—of worl 
medium in prosperous M est. os an 


le W. 
information supplied by Beck by Beckwith, N.Y.-Chicago. 
NOVA SCOTIA, CAN. 

THE HALIFAX HERALD (© ©) ana the EVEN- 

ING MAIL. Circulation ex S 16,000, fiat rate. 
ONTARI, CAN. 

LONDON FREE TRESS (© ©). only morning, 
noon, evening in condensed me- 
diam, circulation map nN rates on application. 

REE PRESS PRINTING OO., Ltd., London, Ont. 


THE TORONTO NTO GLOBE | (ee) | 


ada’s national Lee 
pn il BRIGHT & RREE, teow Tork York 
and Chicago, 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 








‘Printers’ Ink has always held that gomepepere which carry the i 
the people. When in doubt 
can’t do wrong if you put your advertisement in 


vertisements are closest to the hearts of 


city in which it is printed. 


Publications entitled to be listed under this headi 


est number of want ad- 
ollow the *‘wants.” You 
e@ newspaper whicte carries the “wants” of the 


are charged Fee anes woh 


a 
$10.40 a line for a year. Six words makea line. Display on may be used if 


ARKANSAS. 
HE Arkansas GagurTe, Little Rock, estab- 
lished 1819. ‘Arkansas’ leading and mos 
widely circulated — Average first 
moni 


1 

cass ¢ more Want ads than all 
other Arkansas papers combined. Rates, ic. a 
word. Minimum rate 20c. 
. CALIFORNIA. 

Times prints more *‘Want” and otherclas- 


wspa| 8s Angeles combined. 
medium for Shean exc e of coustareial intelli- 
gence throughout the whole South 
Rate. ao Na ORD FOR EACH eeamerson ; 


mintasame oh c mts. Sworn my average 
for year 103, tit ‘copies Sun’ ulation 
regularly exceeds 5! 1,000 copie ies. 

COLORADO. 


'e°HE Denver Post, Sunday edition, aes, 18, 1904, 

contained 3,481 want ads, a total of 84 9-10 
columns. The Post is the big Want medium of 
the Rocky Mountain region. The rate for Want 
——— in the Post is five _ per line 
each insertion, seven words to the li 


CONNECTICUT. 
—— Conn., RECORD covers field of 50,000 


mechanion. Classitied rate 
five cents a word a week. 
etc., half cent a word a day. 


DELAW ARE. 
TILMINGTON people use the EVENING JouR- 
NAL for “Want ads.” Forei; en 
can safely follow the home example. 

N Delaware the only dail y paper that . 
I antees circulation is “ J Barmy? 
carries more classified adv ertisthg than Sir the 
other Wilmington papers combined. 


DISTRICT OF COLUMBIA. 
Teton meena TRIBUNE (weekly), Washing 
, 100,000 circulation, carries from 
300 to ee Want” ads every issue. Positively a 
paying medium at 20 cents a line. 
‘HE Washington, D.C., EvENIne STAR (00) 
T carries DOUBLE the rok v of WANT ADs 
any other paper in mand more than 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


GEOKGIA. 


HE Atlanta JOURNAL carries three times as 
many Wants as its chief competitor. 


ILLINOIS. 


pass Chicago DaILy News isthe city’s ‘Want 
* directory. It Paes durin; the year 

1903 10,781 columns of “ vertising, 
coni of 634,626 individual prt 
Of these ~“y were transmi to the DaILy 
pes office b telephone. No free Want ads are 
DatILy News weer excludes all 

Pbjectionable ad advertisements. Nearly every- 
bod — poets the English language in, around 
¢ ay r the DalILy NEWS.” ” says 

e 


‘HE AURORA . Daa a News runs twice to three 
times as many want ate 5 as any other paper 
in Kane County, population 80 
EORIA (Tll.) JouRNAL ne over 13,000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 
INDIANA. 
HE Marion LEADER is recognized as the best 
result getter for want ads. 
IP ERRE HAUTE Srar cazries more Want ads 
than all other ‘Terre Haute dailies. 


MS & Stak carries more Want ads than 
any other Indiana morning er apaper, 
with the exception of the Indianapolis STAR. 


NDIANAPOLIS Stak since Jan 

more than coumied the ag Classi- 

fled advertising ri 10, the Star 
carried more an i full wo full pages Pot Want A 


[= Indianapolis News d News during the first six 

months of 1904 printed 66,240 more classified 
advertisements than all other dailies of Indian- 
apolis combined, printing a total of 137,217 sep- 
arate paid Want ads du: that time, 


IOWA. 

Te Des Moines CaPrTaL tees the larg- 
est circulation in the elfy of of a Moines of 
— newspaper. It is tad medium 

of owa. Rate, one cent a word. By the none 

.. ny It ‘isp six ings a week, 

Saturday the big ‘day. 


KENTUCKY. 
r Te Owensboro DaILy INQUIRER carries more 
Want ads every week than any other Owens- 
boro newspaper — in any month. FKighteen 
words one week, 25c 





MAINE. 
HE Bancor Daity News is the best Want 
advertising medium in Maine. A trial ad of 
four lines, ten cents per issue. 





MARYLAND. 
Tae Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad medium of itimore. 
MASSACHUSETTS. 
HE Brockton (Mass.) Dany E 
es more 


an a solid page of “want” 
ads—30 words 5 days, 25c. Copy mailed free. 
[HE Boston EVENING TRANSCRIPT is the lead 
ing educational medium in New England: 
It prints more advertisements of schools and in- 
structors than all other her Boston dailies combined. 
HE Boston GLosi 
more te 





appeared in any 
r. Every “want” ad was paid 
rate, and there were no 


HE Boston aaaios wae of ad 
most syevomenjcally and ly classified 
in ae coun’ 
rtisers, leonase of its practical utility to 
readers, which is doubtless one a a for the 
steady increase (2 to $8 columns daily its Want 
ad patronage) at a time bir iat rf hes jeading 


are the 


competitor fey neg to fi at ee yn ty of lto 
2 columns per day. reach pent 
the ea oy oy oF any ¢ — eanydeioo oer but 
mather brains and 
e Good for the Advertis pa sil used 
MINNESO’ ESOTA. 


Ts Sr. PavL DispaTcu is the leading “Want” 

edium in the Northwest, read and relied 
upon by everybody in its city and territory; 
more paid circulation t 6 other St. Paul 
dailies combined; brings replies at 


Circulation 1903—53, 044; now 57,624, 


JriGUREs that prove that The Min eupepeis 
JOURNAL Comy my the most “Want Ads”’of any 
daily newspaper in the — ~~ ne 
nneapolis 
Journal. ‘Compe itor. 
Year 1908 2,980 cols, 
8 months 1904, 2,331 * 

















NEAPOLIS TRIBUNE is the recognized 
Te my ad of Min and has 
oe is the oldest Minne- 





many years. 
inn Yor aay n has r 88,000 subscribers, 
which is 25,000 0 each Gey ‘over and above any 


other Minneapolis =... 


a a la 
— onnds, ti than any ‘other ‘eveuing pa 
It any shes over 80 columns of Want a vortias- 
ments bie A week at full price (average of two 
pens day), & free = ; price covers both 


and eveni) issues. No other Min- 
neapolia daily cs carries - 
Wanted 


where near the num 
ber Sy age vertisements or the 
amount fn volume. 
MISSOURI. 


HE Joplin GLoBE carries more Want ads 
T than all other Ve in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, 1 

E Kansas City JOURNAL (every morning 
yg too Santen). one of the recognized 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sunday; 7 to 10 columns 
daily. Rate, 5.centsa $a nonpariel line. 





im om evening —- 


NEBRASKA, 
Ye Lincoln DaILy StTaR, the best “Want Ad” 
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PENNSYLVANIA, 
HE Chester, Pa., Times carries from two to 
five times more classified ads than any 
other paper. 


HILADELPHIA Lg } Evanane BULLETIN— 
Want ads in because it 
goes daily into more viladetph omes than 
any ote 2 medium. In Phila elphia there are 
about 230,000 homes. Philadel qpoutation, 
which during the month of Ai ed 
183,404 copies per day. net = (on. ‘Rol of 
Honor), goes each evenin ng is a majority 
of these homes. In Philade a Am a or 

body reads THE BULLETIN. Tae Bu 
not print in its classified columns Ran Bs. 
< s misleading or doubtful re, those that 
ry stamp or coin clauses, nor those ‘that do 

not Ofer legitimate employment. 


VIRGINIA, 
[Ts een carries more Want ads, 
both hel = peoneral, than any other 


on publish Richmond, because it is he 
ome pager of ichmond and Virginia, and 
reaches the class thai ve results, Want it ads, 


May, 5,101; June 4,824. 


HE News LEADER, published every afternoon 
except Pua Richmond, Va. Largest 





meiium at Nebraska’s capi’ 

circulation exceeds 12,000 daily Rates, 1 cent 
ord. Special Saturday rate, 15 words only, 

Stimes, 15 cents, cash. DAILV STAR, Lincoln, Neb. 


NEW JERSEY. 


| merry DaILy JouRNAL covers population 
Largest circulation. Brings re- 
sults. Only “Want” ” medium, Cent a word. 


NEW YORK. 
7 Post-EXPREss is the best afternoon Want 
ad-medium in Rochester. 


LBANY EVENING JOURNAL, Eastern N. Y.’s 
best paper for Wants and classified ads. 


by Binghamton the LEADER carries iw py 
ronage; hence pays best. BECK WI? 


UFFALO NEWS with over 87,000 circulation, 

isthe only Want Medium in Buffalo and the 

strongest Want Medium in the State, outside of 
New York City. 


HE Times-Union, of Albany, New York. Bet- 
ter medium for wants and other classified 
matter than any other paper in Albany, and 
arantees a oa greater than al other 

y papers in that city. 


er Be INK published weekly. The rec- 
leading V Wantad medium for 
want ad medi aM mail Seder articles, advertis- 
ing novelties, printing, Layee meee circulars, 
rubber stamps, office devices. adwriting, half: 
tone making, and practically anything which 
s to advertisers and busi- 
Classified advertisements, 20 cents 
a line per issue flat ; six words toa line, Sample 
copies. ten cents. 


OnHtro. 
HE Zanesville SIGNAL reaches 64 towns in 8. E. 
Ohio, also 68 rural routes; c. a word net. 


OUNGSTOWN VinpicaTor—Leading “Want” 


long odds (27,414 aver. } year) and 
the recognised want advertisement medium in 
Virginia. Classified advts.,one cent a word 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WISCONSIN. 
N°? paper of its class carries as many Want 
Wisco " 
—) eae GAZETTE, daily and week 


ads as the EVENING TELEGRAM, of Superior, 
reaches 6.500 subscribers in the million do 


of the rthw Rai Want 1. 
lines 3 times, 25c.; ‘weekly, ‘be. line. Big resul 
from little talk. 
CANADA. 
A PRESSE, Montreal. Largest iro 
tion in Canada. (Daily Powe turdays 
100,000.) Carries ee pos ads than any French 


newspaper in the world 


HE DaILy TELFGRAPH, St. John, N. B., is the 
want ad medium of the maritime p ces. 
Largest circulation and most up-to-date paper of 
Eastern Canada. Want ads one cent a word. 
Minimum charge 25 cents. 


HE Montreal DaILy STAR carries more Want 
advertisements than all other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper in Canada 


HE Toronto Daily STAR is nec to any 

advertiser who wants to en ‘oronto 
field. Carries more local general ising 
than any other Toronto per. Sworn daily 
average circulation, August, Augu 


HE Winnipeg FREE PRESS carries more 
“Want” advertisements than er 
daily paper in and more advertisements 
of this nature than are om in all the other 
aay papers published in the C ——; No! oo 4 
we; Moreover, the 





medium. lc. per word. Largest cir 


ie yd (0.) News always leads in Want ads. 
One cent per word per insertion. Largest 
circulation. 


HE MANSFIELD News publishes daily more 
Want ads than any other 20, 


E PRESS ca’ 
beng a larger volume of general “advertising 
than any other daily paper in the Dominion. 
Namber of paid “Want s” published in April, 
39,984; in May, 39,180. 


O you advertise in Canada! Take trouble to 








newspaper; 20 words or less 3 consecutive times 
or less, 25c.; one cent per each additional word. 


OKLAHOMA. 
PHE OKLAHOMAN, Okla. City, 8,318. Publishes 
more Wants than nany four four Okla. competitors, 


eomeet ee 


HE EVENING Express carries more Want ads 
than all pt Portiand dailies combined. 


T= Portland, Oregon ‘egon DAILY JOURNAL, every 
a peg SO and Sunday morning. carries more 
want than all the other evening papers 
in Sane combined, including its afternoon 
Tortiand contemporary. Rate :5 cents a line 

rtion—seven meereone, inopnting the 
Sunday semana for the orice of five 





merits of the papers in the 
eneral field, and vo" will find the 

RAM among the first few. In the local field 

it is the first, Dg Its local cire 


e grea 
um in X.Y Circulation, 
daily verde, 1908, 31,199. The EVENING 
GRAM Toronto, Ontario, Established 28 years. 
J. Ross Robertson, proprietor. 


BRITISH COLUMBIA. 
yt HE Victoria CoLonist covers the entire prov- 
ince of British, Columbia (branch office in 
Vancotver). More “WANT” ads appear in the 
Sunday (‘oLontist than in any other paper west 
of Winni One cent a word each issue. 
ple copies 
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Is the Subscripti 


Ink To 


subscriber. It is argued that PRINTERS’ INK could gain subsori 
smaller merchants and young men and women who interest then 


It should be borne in mind that the production of a weekly 
there are those who would be willing to pay even a higher priceg 
the present price appears as a tax which they think too high, 


PrinTERS’ INK is willing to give this question a practical 
price to PRINTERS’ INK is reduced to 


$2.00 


and hence annual subscriptions may be had for that price for am 
subscriptions for six months will be accepted for One Dollar wit 


Present subscribers may extend their subscriptions at t 
prepay for Now. 


Large firms, publishers and proprietors of advert 


for special club rates. 


Here is an opportunity to secure the best advertising jour 
to overlook. Printers’ InK educates and develops advertisers 
Schoolmaster to make American advertising what it is to-day. 


Canvassers who wish to take up the subscription sales of PRINTERS 


order they send in, either annual or semi-annual. And above the commissingted the 


January 10, 1905, to the canvassers who have sent in the largest number of 


$100 for the largest number. $75 for the second largest numba ji 


A canvasser is any person who takes the work in hand and sends iat 


This offer is only good for the time stated and no long 


SEPTEMBER 28, 19C4. 








id-in-a 


PRINTERS’ INK. 


Price of Printers 
) High ? 


subscription price of Five Dollars is too high for the average 
in larger numbers were the price reduced—especially so among the 


dis in the art of advertising. 


. From this day until December 31, 1904, the annual subscription 


ASH. 


imber of years, if prepaid on or before December 31, 1904. Trial 
he same time limit.. 


above rate ($2.00 per year) for any length of time they care to 


hools, who wish to subscribe for the Little Schoolmaster 


a the world which no man or firm or newspaper publisher can afford 
H no single factor in this country has done so much as the Little 


ASSERS: 


s' Inigt the above rates will be allowed 50 per cent commission on every paid-in-advance 
nmissingpted the following inducements are offered: Cash prizes as below will be paid on 
of anniijpaid-in-advance supscriptions. 

00 for the third largest number. $25 for the fourth largest number. 
sh for not less than three subscriptions, minus the 50 per cent commission. 


Pusiness Manager, 
INTERS’ INH, 10 Spruce Street, New York. 
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A JOURNAL FOR ADVERTISERS. 

( Issued every Wednesday. Subscription 
price, five dollars a year,inadvance. Tencenisa 
copy. Six dollars a hundred. Being printed from 
stereotype plates it is always possible to supply 
back numbers if wanted in lots of 500 or more. 

ann 
ADVERTISING RATES : 

Advertisements 2 cents a line, pearl measure, 
15 lines to = inch ($3); 200 lines to thepage ($40). 

Yor 8 a dy selected by the adver- 
tisers, i ~ dounple price is demanded. All 
advertisements must be 
advance. 

On time contracts the last copy is repeated 
when new cop. fails to come tohand one week 
in advance of az of publication. 

Contracts by the month, quarter or year, may 
Seeatoned pai af ape nagre a the advertiser, 
and space ‘or pro rata 

Two lines lh adver ttaken, Six 
words make a line. 

apezeuing appearing as reading matter is in- 
se} ree. 

Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 


ded in one week in 





Cuartes J. Z1NGG, 
Publisher, 
Business Manager and Managing Editor 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.5)-52 Ludgate Hill,EC 


NEW YORK, SEPT. 28, 1904. 
REAL ESTATE ADVERTISING 


Real estate publicity not only 
represents perhaps the greatest an- 
nual advertising expenditure in 
newspapers, but is a branch of ad- 
vertising that souties the greatest 
number of people, either as buyers 
or sellers. Under the term “real 
estate advertising” is comprised 
many sorts of publicity, ranging 
from the modest liner ad of the 
man who wants to rent a single 
cottage to the great semi-public 
advertising campaigns undertaken 
to promote cities and States. The 
dividing line between real estate 
and municipal promotion is so thin 
as to be indefinable. It is stretch- 
ing no point to say that nearly all 
the municipal and State advertising 
done in this country, save that of 
the railroads, is developed and 
often financed by real estate pro- 
moters, while much of the railroad 
advertising is classible under real 
estate publicity. 

* 











* * 


The real estate promoter of 
every shade is a clamorous soul. 
He wants information—informa- 
tion—information! Far the great- 
er number of communications re- 
ceived by the editor of Printers’ 
INK, inquiring about methods, 
come from the real estate men, and 
any light thrown on ways of ex- 





ploiting real estate is welcomed by 
an appreciative, discriminating 
audience that acts immediately 
upon the suggestions imparted. 
This issue of Printers’ INK is de- 
voted almost wholly to the subject. 
In its pages have been gathered 
the views of many men, of many 
minds, on many phases of the 
question. The broad policy of 
Felix Isman, the prominent Phil- 
adelphia agent and broker, shows 
real estate publicity at its highest 
point, perhaps. It is a policy to be 
studied by the large operator—the 
man of personality, with an innate 
instinct for advertising along in- 
direct lines, who goes beyond the 
buying, selling or renting stage and 
becomes a discoverer of dormant 
values. Direct methods applied to 
much the same field are indicated 
by Ernest Tribelhorn, the New 
York broker, who, far from being 
indirect, tells what classes to work 
upon with advertising, and just 
where to find them. Other ar- 
ticles deal with real estate selling 
by mail, a field comparatively new, 
but being developed rapidly and 
with great practicability. Still 
others deal with local propositions, 
and will have a moral for the man 
who owns a subdivision or has a 
block of empty houses on his 
hands, 
* * * 


During the past three years the 
Little Schoolmaster has printed 
many articles on various branches 
of real estate publicity. It is safe 
to say that no other publication in 
the world treats this subject with 
so much persistence. Articles are 
never made up of vapid specula- 
tions, written by mere office 
authorities who never sold a dol- 
lar’s worth of realty in their lives, 
but are based on the personal ex- 
perience of some hustler some- 
where who has his coat off and 
is doing field work among real 
live human beings—selling homes 
and building lots to the common 
people for their own good. The 
man who runs excursions and sells 
to the blare of a brass band has 
told how he operates, and his 
somewhat aristocratic fellow oper- 
ator, promoting a high-class resi- 


dential park, has also talked about 
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his methods. Great railroad com- 
panies, engaged in settling whole 
States through immigration bu- 
reaus, have described their cam- 
paigns in detail, and always there 
is to be found in the pages of 
Printers’ INK that hard, matter- 
of-fact knowledge about different 
classes of people upon which all 
advertising is based, and all com- 


merce. 
* * * 


The Little Schoolmaster will 
give even more .attention to real 
estate publicity in the future, for 
it is a field constantly growing, de- 
veloping side lines and being made 
an integral part of other phases 
of advertising. This special issue 
is mailed to every real estate man 
in the United States whose name 
can be secured, and is intended to 
introduce Printers’ INK to those 
who may not now know it. To 
real estate men who see a way to 
apply the information in this is- 
sue, and who wish to follow the 
subject further, an invitation is 
extended to examine the special 
subscription offer mentioned on the 
last page of this issue, 


Printers’ INk, “A Journal for 
Advertisers,” issued in New York, 
isa publication not to be missed by 
anyone interested in advertising— 
and who is there who is not? We 
know it and like it. It’s good for 
something. —Fibre and Fabric, 
Boston, 











OnE of the most important news an- 
. nouncements for some time is the an- 
nouncement in this issue of PRINTERS’ 
Ink of the Derrick-Starke consolida- 
tion. Of especial interast is Mr. 
Starke’s intention to establish a de- 
partment in the Derrick agency for 
preparing newspaper publishers’ ad- 
vertising. The Little Schoolmaster 
has always thought that, even when 
newspaper publishers take their own 
medicine, they imbibe it in diluted and 
ineffective form. Mr. Starke’s adver- 
tising in PRINTERS’ INK has always 
been of a striking sort. infused with 
personality and aggressiveness. His 
methods applied to a wider field ought 
to be productive to newspaper pub- 
lishers who use his services in the 
preparation of copy. 


. 
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WE believe our “Roll of Honor” 
card the most effective advertising, 
for the small cost, obtainable— 
The Times Recorder Co., W. O. 
Littick, Mgr. 





THE advertising department of 
the Cosmopolitan avers that 504,000 
copies of that magazine were print- 
ed for the September issue, which 
contained John Brisben Walker’s 
twenty-five articles on the World’s 
Fair, and that more copies could 
have been sold had not the print- 
ing of the October issue prevented 
the making of a larger edition. 








Successful Advertising 
How to Accomplish It. 





A Book for Retailers and 
Young Men who Begin 
the Study of Adver- 
tising. 


Price $2.00 


Where the usual volume on 
retail advertising quotes stale 
advertising phrases and gives 
hackneyed specimens, Mr. Mac- 
Donald’s book searches out the 
inner advertising principles of 
each business, and sets it forth 
clearly and briefly, His matter 
all through the book is distin- 
guished for compactness and 
clarity, and is written in a 
sprightly, forceful way. 








WAP PDP PAPE EPPA WAPALAS 


The above book will be sent 
postpaid to any address upon 
receipt of two dollars. Ad- 
dress Business Manager, Print- 
ers’ Ink, 10 Spruce St. , New York 
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THERE is said to be a large ele- 
ment of “fake” in retail piano 
advertising. The Boston Herald, 
with a view to protect dealers in 
that city against the harm it might 
do, agrees to refuse shady piano 
ads provided the dealers devise 
some definite plan for determining 
what is honest and what the re- 
verse. Incidentally, the Herald 
calls attention to the fact that in 
Boston, admittedly one of the 
most appreciative and cultured 
communities in the country, the 
local piano trade does not begin to 
exploit itself or its products as it 
should by display newspaper ad- 
vertising. 





THE Boston office of J. W. Bar- 
ber’s Advertising Agency has been 
removed to the Penn Mutual Life 
Building, 24 Milk street, in that 
city. Mr. Barber’s advent in Bos- 
ton and with it his first connection 
with the advertising world, when 
he entered the employ of Geo. P. 
Rowell & Co. as their only clerk, 
dates from June, 1866. In April, 
1867, when Mr. Geo. P. Rowell and 
Horace Dodd dissolved partner- 
ship, Mr. Rowell going to New 
York, where he still conducts his 
business at 10 Spruce street, Mr. 
Barber remaining in Boston with 
Mr. Dodd and eventually succeed- 
ing to the business there. 





THE new president of the Inter- 
national Advertising Association, 
Charles Arthur Carlisle, has 
charge of the advertising, purchas- 
ing and traffic departments of the 
great Studebaker wagon works at 
South Bend, Ind. Born forty years 
ago at Chillicothe, Ohio, he began 
life as a grocery clerk, after brief 
schooling, and then went into a 
dry goods store. From a mes- 
senger boy he rose to a place on 
the staff of the Ohio State Journal, 
at Columbus, and from there went 
into the freight department of the 
Nickel Plate road at Cleveland. 
In 1887 he became private secre- 
tary to the general manager ot the 
‘toledo & Ohio Central Ratiway, at 
Toledo, was later purchasing agent 
of a system of railroads, and in 
1891 went to the Studebaker com- 
pany. 
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THE handsome new People’s 
Line steamer “C. W. Morse,” run- 
ning on the evening trip between 
New York and Albany, is describ- 
ed in detail in one of the Pres- 
brey agency’s fine booklets. Besides 
large half-tones of the boat, there 
are comparisons with famous riv- 
er steamers of the past in the par- 
ticulars of size, power and accom- 
modations for passengers, begin- 
ning with the first successful steam 
vessel, Fulton’s “Clermont,” which 
navigated the Hudson in 1807. The 
“Clermont,” had a speed of five 

miles an hour. The “C. W. 
Morse” runs twenty miles an hour, 
has a tonnage of 4,307, is 427 feet 
long, carries 1,500 passengers and 
cost $1,000,000. 





INCLOSED please find renewal of 
the contract for the card of the 
Southern Buck .in the “Roll of 
Honor.” I cannot say that I can 
trace any pecuniary benefit from 
the publication of the card, but I 
do not hesitate to tell that, un- 
doubtedly, it brought me many, 
very many letters of inquiry, that 
I would not have received if the 
writers had not seen the Southern 
Buck in the “Roll of Honor.” But 
setting aside the monetary part of 
the question, it is mv opinion that 
every paper, entitled to the honor, 
should be willing to pay the very 
small sum demanded for giving 
them undeniable prestige —Aubrey 
Murray, Editor and Publisher, 
New Orleans, September, 16, 1904. 


IMPORTANT TO ADVERTIS- 
ERS. 


The first International Advertisers’ 
Convention will be held at St. Louis 
October 4th, 5th and 6th. A pro- 
gramme of great strength and variety 
has been prepared, which will make 
this convention an educational one and 
of great value to every advertiser and 
allied interests. Any bona-fide ad- 
vertiser may have a seat reserved in 
the convention by sending a request 
for same to the International Adver- 
tising Association Headquarters, Star 
Building, St. Louis, Mo., at once. 
Applications for seats, outside of those 
already reserved for members, will be 
acted upon in order of receipt. There- 
fore, if you want to attend the conven- 
tion, write to-day, 
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SELLING TO THE GERMAN. 


Reader for reader, the pulling 
power of good German papers is 
perhaps higher in real estate ad- 
vertising than even the best Eng- 
lish daily papers. The German is 
a homemaker and a homebuyer. 
His local daily paper will interest 
him in cottages on the installment 
plan, or business property, of 
which he is a larger buyer. The 
German agricultural press has ex- 
cellent selling power in advertising 
farms. Experienced real estate 
men commonly use German papers 
in conjunction with other advertis- 
ing, and the esteem in which they 
are held is high. 

The German daily press is ex- 
tensive, for people speaking this 
language and preferring to read it 
are scattered over the entire 
United, States. Many German 
dailies are obviously of little ad- 
vertising value, being rated at an 
average circulation of less than 
1,000 copies per issue. Every com- 
munity of importance has at least 
one influential German daily, how- 
ever, and where advertising is a 
local proposition the real estate 
promoter will not be at a loss to 
choose the right one. Such papers 
as the New York Staats-Zeitung, 
Chicago Abend Post, Philadelphia 


Gazette, etc., are recognized real. 


estate mediums, seldom omitted 
by the advertiser who is proceed- 
ing along broad lines. German 
weeklies and farm papers are also 
excellent so long as they have a 
bona fide circulation of fair pro- 
portions. As a rule the rates 
charged by both the daily and 
weekly German press make adver- 
tising less costly than that in Eng- 
lish dailies, figuring the rate per 
line according to circulation. Some 
advertisers unhesitatingly say that 
German papers bring greater re- 
turns ‘for the expenditure than 
English dailies in the same city. 
The question of German copy 
is not complicated, for publishers 
translate English advertising, and 
the same matter that tells the 
whole story to English readers is 
as informing in German, The only 
danger is in not telling enough. 
The Deutsch-American rarmer, a 
German farm weekly published at 


Lincoln, Neb., and credited in the 
Roll of Honor with an average is- 
sue of 149,303 copies, sends out 
the following hints on “How to 
Sell Real Estate to Germans :” 

_ The Germans are prospering and they 
invest their money in farm lands. Afte> 
they have acquired all they want for 
themselves, they will begin baying land 
for their boys, of which they generally 
have quite a number. If they can pick 
up a farm in their neighborhood, weil 
and good. If not, the adjoining coun- 
ty or even State will do. here is a 
sturdy element of young Germans of a 
roving disposition who will not hesitate 
to begin for themselves most anywhere, 
and their fathers bank account will give 
them the proper start. Germans are the 
ideal customers for the man who con- 
trols a tract of undeveloped land. If 
anybody can make a new settlement 
prosper, it is the German. . 
_In order to interest, one must be spe- 
cific. Instead of offering all kinds of 
farms, select one and describe it fully. 
Better get ten men worked up, than try 
to 5 ng to a thousand and fail to 
set them thinking. If you offer a farm 
that must be sold because the owner 
died, you would strongly appeal to those 
that are looking for a vont snap. If 
your farm has a nice, bearing orchard, 
that would catch others. If your farm 
borders on a lake, that would be a great 
attraction. If there is some timber on 
the place, that might turn the scale. If 
your farm raised a magnificent crop last 
year, mention it and put heart into the 
timid and doubting. 

If you have a $5,000 farm to sell, it is 
time and money wasted to correspond 
with a $500 man. Therefore state the 
price or give an idea of what the farm 
is worth. 

Give the location. The name of the 
county is good, if the ad is intended for 
readers in the same State. Otherwise 
better give the part of the State or the 
valley, etc., where the farm is located. 

Nebraskans know that Lancaster coun- 
ty, the country around Lincoln, is sit- 
uated in the southeastern part of Ne- 
braska, the “South Platte Country,” 
where land is worth as —_ as $125 an 
acre. They also know that some 400 
miles further west, in the west end of 
the State, the “Sand Hill district,” you 
can get a free Government homestead 
of 640 acres, under the new law, which 
was passed because a man cannot make 
a living on 160 acres of Sand Hills. But 
readers in other States do not know 
whether Lancaster county is in or neat 
the Sand Hills. They must be interest- 
ed before they will look it up on the 


map. 

<ometimes a few words may be neces- 
sary to counteract unfavorable notoriety 
which some drought or flood may have 
given your locality. Thus a $100 Kan- 
sas farm, even if offered at $50, would 
mot appeal to the man whose whole 
knowledge of Kansas is restricted to the 
drought region, unless you make it plain 
in which part of the State your farm 
is, that it is in the rainy district where 
droughts are unknown. 

If i farm is well improved, has 
a good house, is in a good neighborhood, 
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close to a town, convenient to school 
and church, this should, of course, be 
gone into fully. In short, do not fail 
to put in all the information that would 
interest and favorably impress the pros- 
pective buyer. 

In offering wild lands, give enough of 
a description of the land and of the 
natural advantages and prospects, to get 
the reader interested. Do not overdo 
things. Do not use too many big words. 
Avoid glowin eneralities. Appear to 
be frank an umanize your talk as 
much as possible. Tell of the experi- 
ences of settlers, how they started, what 
they have accomplished, what progress 
has been made in the way of public im- 
provements in the last year or so. Wind 
up with an offer to send a map, a pamph- 
let or full description of the land. If 
your advertising talk has the proper 
ring, the reader will be eager to learn 
more about your land. 

It is better to run the ad only a 
few times, running a larger advertise- 
ment giving the right kind of informa- 
tion, than to continually run a small 
ad. which says nothing. 

Not long ago, a man wanted to ad- 
vertise Oregon lands with us, at from 
$6 to $12 per acre. The lands were 
near the Coast and along the railroad. 
We urged him to so state in the ad- 
vertisement. He did, and received good 
returns. Had he told his story less 
completely, people might have judged 
from the price that the lands were in 
the mountainous, arid section and paid 
no attention to the ad. 

If the reader is convinced that you 
have about what he wants and at the 
right ptice. he will not only write you, 
but such a reply will be of real value to 
you because a deal so well begun is 
half closed. 


Special Issues 


of 


Printers’ Ink 


For the main purpose of 
securing new subscribers to 
the Little Schoolmaster the 
following special editions 
will be issued on the dates 
stated : 





Oct. 12, 1904, Press Day, Oct. 5, 
Trade Journals. 


Oct. 26, 1904, Press Day, Oct. 19, 


Banks and Financial 
Advertising. 
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73 TremonT St., Boston, Mass, 

Doubleday, Page & Co., 34 Union 

Square, New York City: 

GENTLEMEN—We are glad to 
be able to inform you that we have 
sold the country residence which 
we advertised in your paper in 
May and June. The sale of this 
class of property is over for the 
present, but we shall be glad to 
use Country Life in America next 
season, say, perhaps, in September 
or October. 


Very respectfully yours, 
J. L. Nason & Co. 


_ The property referred to is at Fram- 
ingham Center, Mass., and sold for 
$100,000, 











The above refers to one 
property of many, sold and 
rented through the Real Es- 
tate Department of Country 
Life in America. Filston 
Farm, near Baltimore, now 
occupied by the famous Or- 
ead Institute, is another great 
estate sold through an adver- 
tisement in the same maga- 
zine, to its present owners. 

Country places from the 
modest $1,000 home to the 


' great $200,000 estate in every 


part of the country have been 
sold through this department. 

There is a reason for this. 
The magazine goes to people 
who are interested in country 
real estate, and every issue 
is an argument in favor of 
country and suburban living. 

A special low advertising 
rate is charged for real estate 
advertising. Send for special 
offer to Real Estate Agents. 


CUT OFF THIS COUPON. 





Real Estate Dept. Country Lire, 
Doubleday, Page & Co., 
133-137 East 16th St., N.Y.: 
Send me particulars of your 
special offer to co-operate with 





real estate agents, 
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SELLING CALIFORNIA LOTS 
BY MAIL. 


An extensive advertising cam- 
paign in magazines and metropoli- 
tan newspapers throughout the 
United States has just been started 
by Folsom Bros. & Co., San Diego, 
Cal., for the purpose of selling lots 
in their subdivision near that city. 
This is entirely a mail proposition, 
The subdivision in question is lo- 
cated at the Morena and Pacific 
Beach additions of the company, 
on the Pacific Ocean, twenty min- 
utes’ ride from the business center 
of San Diego. Lots therein are 
divided into three classes, for sale 
on the installment plan. Class A 
comprises lots selling at $100, Class 
B at $200, and Class C at $300 
each. An initial payment of $10 
is made, and payment completed in 
monthly installments. The com- 
pany pays the railroad fare both 
ways from any part of the United 
States to San Diego, with a week’s 
entertainment, for any person 
making a preliminary payment on 
twenty-five lots, the idea being to 
secure representatives who will 
form syndicates in their home 
communities for the purchase of a 
block of property. 

Full page ads in series of three 
are to be used in the newspapers. 
Instead of a simultaneous cam- 
paign the company will take up one 
city at a time. The first city on 
the schedule is Minneapolis, where 
the Journal will be used. The 
first ad appears on Thursday, the 
second on Sunday, and the final 
one on Wednesday. Copy shows 
excellent half-tone diagrams, views 
of residences already built on the 
property, and lays stress on the 
free trip to California. This ad- 
vertising is also semi-municipal in 
its nature, for the firm recognizes 
that much of the vitality of such 
a campaign depends on the mag- 
nificent advertising that has been 
done for California. San Diego’s 
climate and prospécts for the fu- 
ture are leading arguments. After 
the series has been printed in 
Minneapolis, the Chicago Tribune 
will be used, and after that the 
Kansas City Star, the ads appear- 
ing a week apart. A newspaper 
campaign covering twelve weeks 


has been planned, extending east 
to Detroit, Cleveland and Philadel- 
phia, and reaching its height in 
midwinter. 

In the magazines the campaign 
has already opened, the first ad 
being a large display announce- 
ment in the Saturday Evening 
Post of September 10. A second 
appears September 24, and the ad- 
vertising will later be run in a 
number of other magazines, in- 
cluding Munsey’s, Everybody’s, etc. 
The newspaper ads may be extend- 
ed to New York and Boston later 
in the winter. The company de- 
pends on the magazines to cover 
these cities at the outset. 

“We have operated for a num- 
ber of years at San Diego,” says 
Francis M, Elliott, manager of the 
foreign sales department of Fol- 
som Bros. & Co., “but our cam- 
paign has heretofore been confined 
chiefly to the Southwest, extending 
only as far east as El] Paso, Texas, 
and north to San Francisco. For 
more than a year we have been 
planning the present operations, 
which will cover the whole coun- 
try. Results so far obtained from 
mail-order advertising in the Sun- 
set Magazine and a number of 
similar publications have demon- 
strated that residence property in 
Southern California can be sold 
through the mails. Everybody 
knows our State and its delight- 
fully equal climate, and everybody 
has made himself a half promise to 
visit it sometime. The opportun- 
ity of purchasing a good lot near 
the beach is attractive, not only 
as a provision for some future 
trip, but as an investment pure and 
simple. The location of San Diego 
is such that it must rapidly be- 
come a great seaport and com- 
mercial center. 

“Your issue of Printers’ INK 
devoted to municipal advertising 
I consider one of the most val- 
uable contributions to contem- 
poraneous advertising literature. 
Many of the suggestions offered 
therein for advertising cities and 
States can be readily adapted by 
private corporations in real estate 
promotion. Our own advertising 
necessarily partakes more or less 
of municipal advertising. Probably 
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more money has been spent to ad- 
vertise California in a general way 
than upon any other section of the 
United States. This State receives 
the benefit of the bulk of all ad- 
vertising done by the trans-conti- 
nental railroads. The promotion 
committees of the Pacific Coast, as 
well as Chambers of Commerce in 
every town of importance, have 
spent millions in exploiting the re- 
sources and attractions of our 
State during the past five or six 
years. Hundreds of thousands of 
persons have visited California 
during the same period, constitut- 
ing the best possible advertisement 
we could have. The result of all 
this publicity has been to make the 
name of California familiar to the 
majority of the American people. 
To supplement this enormous pres- 
tige with a specific proposition is 
comparatively and easy matter, and 
we shall be sorely disappointed, as 
well as $100,000 out of pocket, if 
we do not score an enormous suc- 
cess with the campaign we are 
undertaking. 

“In the course of our operations, 
limited though they have hereto- 
fore been, so far as advertising is 
concerned, we have made many 
hundreds of sales to people all 
over the country, and even in Can- 
ada. These sales were made on the 
partial payment plan. To reduce to 
a minimum the percentage of de- 
faults in these payments, it is 
necessary to keep in constant touch 
with our clients. Personal cor- 
respondence would involve im- 
mense labor and expense, of 
course, so to avoid this we have 
founded a little sixteen-page paper 
called Folsom’s Monthly. It gives 
an interesting résumé of happen- 
ings on the Pacific Coast and de- 
velopments in San Diego, particu- 
larly those affecting the section of 
the city in which our interests lie. 
Folsom’s Monthly began with Aug- 
ust. While we have had no ade- 
quate test of its value in the di- 
rection indicated, the results so far 
obtained have been highly satis- 
factory. The publication is sent 
direct to every client of the com- 
pany during the time he is finish- 
ing his payments on property pur- 
chased. Our clients not only read 


the paper, but pass it along to 
friends, introducing our proposi- 
tion in a way that amounts to a 
personal indorsement.” 

An excellent system of follow- 
up literature has been prepared for 
use in this campaign. Inquirers 
receive first a personal letter, call- 
ing attention to printed matter in- 
closed. The latter comprises a 
folder called “Climate and Health,” 
in which the temperature and 
humidity of Southern California 
are treated, average tables being 
given for the past twenty years. 
Cost of living is also shown by 
average prices of provisions, fuel, 
gas, electricity, lumber and rents, 
with a table of wages for skilled 
and unskilled workers, professional 
men, etc. Another folder answers 
all possible questions likely to 
arise concerning the _ property, 
such as location, soil, terms, size 
of lots, taxes, water rates, im- 
provements, condition of the beach 
adjoining, etc. Still another folder 
gives forty reasons why San Diego 
is a “city of destiny” in point of 
future growth. A neat fac-simile 
of Senator Ingalls’s sonnet, “Op- 
portunity,” on the note paper used 
in the United States Senate, com- 
pletes the first lot of matter sent. 
The last named inclosure makes 
the point that “San Diego is your 
opportunity.” 

A few days later another letter 
is mailed, reiterating terms and 
calling attention to the company’s 
offer of a free $100 lot to anybody 
organizing a syndicate for the pur- 
chase of twenty-five. A larger 
booklet dealing with the commer- 
cial advantages of San Diego is 
sent, with a list of business refer- 
ences as to responsibility of the 
company, and a blank agreement 
to be used in making purchases. 
Payments on lots are not sent to 
Folsom Bros. & Co., but to their 
trustees, the Merchants’ National 
Bank of San Diego, and it is clear- 
ly stipulated that this institution 
is to pay over moneys sent only 
after the company has fulfilled the 
provisions of its agreement. In 
all respects the advertising and 
literature are forceful, and have 
the ring of sincerity. It will be a 
campaign worth keeping track of, 
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STARKE® 


JOINS DERRICK 





It gives us great pleasure to announce that 
M. Lee Starke has acquired an important in- 
terest in our agency, 


His personal charge of our American in- 
terests guarantees the maintenance of the high 
quality of Derrick Agency service. 


Paul E. Derrick, founder of the agency, 
‘goes to London to personally direct its im- 
portant affairs abroad. 


We are, therefore, better prepared than 
ever before to render, both at home and abroad, 
that high quality of service for which our 
agency is famous—a service without connec- 
tion, side deals or secret understandings with 
any publisher, advertiser or other ‘‘rake-off”’ 
scheme; a service based on intelligent, honest 
co-operation with the advertiser—a service 
founded on wide and thorough advertising 
experience. 


THE PAUL E. DERRICK ADVERTISING AGENCY 


NEW YORK: LONDON: 
Tribune Building. 34 Norfolk St., Strand, 
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Real Estate Dealers 


know that the paper which carries the most real 
estate advertising is the paper which brings them 
the best results. 

In every city there is one paper that is the 
premier medium for the sale of real estate. 

The Minneapolis Journal, ‘The Great 
Daily of the Great Northwest,” is the Minneapolis 
real estate dealer’s first choice, and practically the 
only paper he uses. 

All the great Canadian real estate firms use 
The Journal in Minneapolis exclusively. 

Last year it carried eight times more real 
estate advertising than any other Minneapolis 
daily. 

Why ? 

It sells the earth at a profit to the dealer. 

For information regarding the circulation of 
The Journal—its character and extent — and 
proofs of its value as a real estate ‘‘ clearing 
house,” write 


A. E, CHAMBERLAIN, M. LEE STARKE, W. Y. Perry, 


Mgr. Eastern Dept. Mgr. Western Dept. 
Tribune Building, Mer. General Advertising, Fribune Building, : 


New York, NEW YORK CITY. Chicago. 
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THE BOSTON HERALD 


NEW ENGLAND’S GREAT NEWSPAPER 


THE BOSTON HERALD 








Its want ad pages are the most system- 
atically and variedly classified in the coun- 
try. This is a matter of publicitous value 
to the advertiser as it is a matter of prac- 
tical utility to the reader. 


The steady increase of its want ad 
patronage (2 to 3 columns daily) is doubt- 


less in part owing to this, but also to the . 


brains and skill persistently devoted to 
every endeavor likely to ‘“‘ Make Good for 
the Advertiser.” 


Nowhere is this more true than in and 
for its Real Estate Classifications. Here 
effective ads secure not only the paper’s 
most efficient service, but are addressed to 
readers of unequaled purchasing capacity. 








THE BOSTON HERALD 


BOSTON’S REPRESENTATIVE NEWSPAPER 


THE BOSTON HERALD 
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THE STAR GALAXY. 


No. 19 South Salford Street. 
PuiLaDEcpnia, September 15, 1904. 


Editor of Printers’ INK: 

In going over your issue of the fourteenth 
inst. I notice something new in your Roll of 
Honor department, viz: that of a large star 
with the word GUARANTEED thereon. 
This star appears in the advertisements of 
only three papers in your entire Roll, the 
Denver Post, Minneapolis 7rzbune and Phila- 
delphia Bulletin, 

I am very much interested and I believe 
there are many more of your readers who 
would like to know just what that star means, 
The fact that in your big list of Honor papers 
only three carry that star is, in itself, inter- 
esting to those who are looking for substan- 
tial aeeeanens™ on 

espectfully yours 
Harvey O. Dopce. 

In Philadelphia the Bulletin is 
the only newspaper which posses- 
ses the guarantee star, which sig- 
nifies that the publishers of the 
American Newspaper Directory 
will pay one hundred dollars for- 
feit to the first person who suc- 
cessfully controverts the accuracy 
of the Bulletin’s latest circulation 
statement as given in the 1904 
issue of the American Newspa- 
per Directory. The Philadelphia 
Bulletin, the Denver Post and the 
Minneapolis Tribune have incor- 
porated the guarantee star in their 
Roll of Honor advertisements. 

The following eight publications 
bear the same distinction: 


Cal., Los Angeles......... ... Saturday Post 
IR 5555 8bNbs8ssreeesnaceun ade Post 
NE EO: Star 
Minn., Minneapolis......+...+++-++- Tribune 
Mo. Kansas SUS actuiws ssesdauastasd Star 
N. Y., New York City... «+» PRINTERS’ INK 
Pa, Pittsburg p6acnceesecscasccvesssbecs Post 
ee Mail and Empire 


It may be of interest to repeat 
here that from 1888 to 1896, in- 
clusive, a period of nine years, the 
accuracy of circulation ratings in 
the American Newspaper Directory 
was guaranteed by its publishers 
and a reward of $100 was paid to 
the first person who proved that 
a circulation rating, in actual fig- 
ures based upon a statement re- 
ceived from its publisher, was not 
true as given. This system of 
guarantee was discontinued in 
1897, after between three and four 
thousand dollars had been paid out 
in forfeits, because nine years of 
experiment had made it plain that 
newspaper publishers were not only 
not disposed to countenance the 
Directory in its efforts, but were 


positively opposed to them. Even 
those newspaper men who sent in 
figures that were guaranteed ap- 
peared as a general thing to feel 
as though freed from a nightmare 
after the guarantv was withdrawn. 
On the other hand, however, there 
has since appeared a class of pub- 
lishers who have expressed a de- 
sire for the resumption of the 
guaranty system, and their willing- 
ness to assume a share of the bur- 
den it-entails. After due consid- 
eration of the application of these, 
the editor of the Directory has re- 
newed the guaranty, and attached 
a distinguishing mark and a 
guaranty clause in the case of 
every circulation rating based 
upon a satisfactory statement, pro- 
vided the publisher of the paper 
has been willing to deposit one 
hundred dollars in actual cash, to 
be held indefinitely by the Direc- 
tory publisher; the guaranty to 
be continued year after year, so 
long as it is desired, or until the 
correctness of the rating has been 
successfully assailed. 
ae Ss 
HORRIFIC. 

Medical advertising in the mail-order 
papers could be improved. It is uni- 
formly of the “horror” variety, and is 
sufficient in itself to turn a high-class 
advertiser against these mediums. 

An advertisement of a cure for rheu- 
matism in recent issues had for an 
illustration a picture of a deformed 
hand. 

A cure for the drink habit was ex- 
ploited by means of a huge snake being 
throttled by a woman—a particularly re- 
pulsive combination. 

A heart disease specialist exhibited a 
draped skull and a man in the act ot 
dropping dead. 

It is probable, of course, that these 
advertisements brought results; it is 
also probable that more attractive ad- 
vertisements would have brought poe 
results. There may be some people who 
like this sort of thing, but there are un- 
doubtedly more who don’t and who turn 
the page quickly in order to avoid such 
disagreeable pictures.—Profitable Adver- 
tising. 


canpiohasamalillilpcstpsanii 
SELecTions from the classified ads of 
the Boston Herald have been arranged 
in a pocket directory of boarding and 
rooming places in the Hub and its sub- 
urbs. A railroad and trolley guide add 
to its usefulness. 
SSSR ee 
Firty-rour views of Niagara Falls 
and adjacent places have been combined 
in a neat album by C. D. Arnold, Buf- 
falo. The volume is an effective muni- 
cipal advertisement. 
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Canada is the Granary o 
the British Empire. 


New York, September 19, 1904. 
Mr. Chas. J. Zingg, 
Editor PRINTERS’ INK, 
10 Spruce Street, New York City: 


DEAR Srr—Canada is a great and growing country, with a 
prosperous present and a promising future. Conclusive evidence 
of this crowded in upon me at every step of my recent trip through 
the Dominion. 

As the representative in the United States of the Family Herald 
and Weekly Star, Canada’s — weekly family newspaper, I 
was naturally interested in the commercial conditions prevailing 
throughout Canada. One of the first things I noticed was the air 
of comfort that seemed to prevail everywhere. All classes seemed 
to be prosperous, and the development of Canada’s vast natural 
resources oe on — The result is abundance of employ- 
ment at good wages. No one need be idle in Canada to-day. 

I was surprised to find such abundance and variety of American 
goods for sale in all the cities and towns I visited, and in ogee € of 
the villages as well. I was able to procure almost any article I had 
been accustomed to use when at home in the United States. This 
made me curious, and upon consulting Canadian trade statistics, I 
found that last year the total imports into Canada amounted in 
value to $224,813,719, of which $128,790,237 came from the United 
States. 

The result is that enterprising American manufacturers are 
fast establishing themselves in Canada, and are partaking of the 
—< prosperity and development which is everywhere apparent 

he Canadians are generous livers. They cannot be called extrava- 
gant, but they know their needs and they —v them well. The 
can well afford to, for in proportion to numbers they are well off, 
the per capita wealth of the Dominion being much greater than 
that of the United States. Immigrants are pouring into the coun- 
try, and the Great West is rapidly filling up. The Canadian 
market is, therefore, a growing one, and none offers to American 
manufacturers and exporters surer or larger returns. 

My trip made me understand more clearly than ever the value 
to American exporters of the Family Hevald and Weekly Star as 
+ an advertising medium. It has a circulation of 125,000, and it 

reaches about every postoffice in the Dominion. It is read by the 
very best classes of the rural and village population. Scattered 
from the Atlantic to the Pacific, it brings the American manufact- 
urers and exporters into touch with a class of buyers whose trade 
once secured is sure to be large and permanent. 


seitpe WE 


Manager United States Department. 
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W. M. OSTRANDER. 





Probably every real estate man 
in the country is familiar with the 
publicity of W. M. Ostrander, the 
Philadelphian who makes a busi- 
ness of listing country and city 
property of every description, ad- 
vertising in general mediums for 
both buyers and sellers. The lead- 
ing feature of this advertising has 
been Mr. Ostrander’s portrait, and 
its vigorous arguments have built 
up a business that now occupies a 
whole floor of the North American 
Building, in the Quaker City. 

Mr. Ostrander was the pioneer in 
this field, and has developed meth- 
ods that have never been success- 
fully imitated. His proposition 
turns largely on a wise selection of 
mediums. Since he began some 
nine years ago with a five-line ad- 
vertisement in the Rural New 
Yorker, costing $1.50 and signify- 
ing his desire to correspond with 
anybody wanting to buy or sell a 
farm, his ads have been systemati- 
cally "keyed. Persistent, costly ex- 
periments with different classes of 
publications and copy, as well as 
variation of the size of announce- 
ments, have demonstrated what 
mediums are effective and what 
the reverse. Results are figured 
on a basis of cost per reply. As 
replies bring no direct return, but 
simply pave the wav for further 
business relations, the cost per re- 
ply is determined by the nature of 
the property to be listed. Mr. 
Ostrander considers that one dol- 
lar is a fair average price per 
inquiry where the property con- 
cerned is of less than $500 value, 
whereas he has paid as high as $30 
apiece for inquiries concerning 
high-grade country estates and fine 
farms. Despite the utmost care in 
keying, advertising spread over 
more than 200 papers and maga- 
zines must vary greatly in results. 
In some cases the inquiry that sold 
a $5,000 farm has cost less than $2, 
while in other instances the cost 
of selling a $250 vacant lot has 
exceeded twenty-five per cent of 
the gross price. The general av- 
erage of business, however, shows 
a handsome profit, and the vari- 
ous mediums so interlink with one 


another in producing results that 
any effort to accurately determine 
advertising value of a given me- 
dium or class of mediums is 
somewhat speculative. 

His advertisements in the lead- 
ing general magazines, such as 
Success, Munsey’s, Saturday Even- 
ing Post, McClure’s, etc., have fre- 
quently exceeded a page in size, 
and have appeared so regularly 
that the magazines might be re- 
garded as the backbone of the 
campaign. In addition to the 
magazines Mr. Ostrander uses 
farm papers and religious journals 
with good results. Sometimes 
the copy in the latter mediums is 
radically different from that used 
in general magazines, what _in- 
terests city readers being ineffec- 
tive with farm people. Some in- 
teresting experiments have been 
conducted from time to time with 
the well-known portrait. In cases 
where it has been omitted results 
have been known to fall off. This 
feature is now part of every large 
ad, having attained the value of a 
trade mark. With many readers 
it is doubtless an assurance, for 
whereas names easily slip out ot 
the memory, a picture does not. 
Mr. Ostrander’s not unpleasing 
countenance is a warranty that the 
reader, who may have become in- 
terested after reading his ads sev- 
eral years, is doing business with 
the originator of the system of 
selling property by mail. As a 
general rule, the high-priced mag- 
azines have not paid so well as 
those of popular price and circu- 
lation. Mr. Ostrander mentions 
as an exception to this rule the 
Review of Reviews, The women’s 
magazines, such as the Delineator 
and Ladies’ Home Journal, pay 
when small announcements are 
printed, but not for large display 
ads. Mail order papers also have 
value where the ad is confined to 
three or four inches. Sunday 
newspapers throughout the country 
are also profitably employed. 


Mr. Ostrander’s idea of copy is 
“The advertisement that carries a 
clear message.” He has little love 
for fine writing or arguments that 
depend on word juggling for their 
effect. 
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It seems that various persons of perverse 
mind, and with wicked intent to deceive the un- 
wary, have asserted that Mr. Bates no longer writes 
copy for advertising, but that this most important 
work is delegated to subordinates, assistants and 
even pupils. 

It is the object of this announcement to dispel 
this illusion and to assert without reservation that 
the writing of copy is the only work which Mr. 
Bates does in connection with this business—that 
he is now absolutely and entirely free from the de- 
tails and the management of the business, and 
should, under these ideal conditions, produce more 
and better business literature than ever before. 

For those who are sceptical and who think 
that the inimitable style is not sufficient to identify 
the copy as his own, Mr. Bates has agreed to fur- 
nish his copy in his own classic and fairly legible 
‘“hand-write.” 

The main characteristic of Mr. Bates’s work is 
that it “sells goods ’’—a fact freely vouched for by 
many of America’s leading advertisers. 





BATES ADVERTISING CO., 


182 William St., » « © New York. 





A copy of Mr. Bates’s latest booklet, “The Green Cat,” will be sent 
on request. It is a semi-humorous illustration of the power of advertising, 
and there is in it a piece of sophistry which as yet no one has discovered, so 
the author has a joke all to himself, Maybe you will see it. 
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MEN WANTED 


In nearly every State I have a limited number of 
openings on my agency force for high-grade men. 


The contracts I offer are on a guaranteed salary and 
commission basis and the right kind of a man can earn 
from $3,000 to $10,000 a year according to his location 
and experience. 


The work is hard and requires skill, courage, judg- 
ment, a knowledge of human character, and—which 
includes them all—the qualities of expert salesmanship. 


My representatives are given exclusive control of 
good territory, are required to devote their full time 
to it, and are expected to produce business. 


I do not care to hear from men who have only odd 
moments at their command, from chronic failures, 
ordinary salesmen or clerks. 


I do want to hear from real estate men, insurance 
men, advertising men, and business men in general, 
who have earned large sums in the past and who can 
do so in the future. 

They must be active, intelligent, well educated, of 
good personal appearance, sound moral character and 
clean personal habits. 

I do not want men to list property but men 
who can sell real estate and high-grade investment 
securities. 

Men who cannot live up to all of these conditions 
I do not want at any price, but to a few who can I 
offer a permanent, growing position with every chance 
for rapid advancement. 

Address with record of past and present work, photo- 
graph (if possible) and at least two first-class 
references. 


W. M. OSTRANDER, 
AGENCY DEPT., 
350 North American Bidg., Philadelphia. 




















a» -—— 
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NOTES. 


“GLENDALE, the Home Valley” is a 
brief but effective looking folder from 
E. V. Williams, real estate, Los Angeles, 
Cal. 


“Tue Charm of Beauty” is a neat, ef- 
fective booklet of rubber bath brushes 
for the consumer, sent out to dealers 
by the Boston Woven Hose & Rubber 

0., Boston. 


An excellent souvenir mailing card, 
showing birdseye views of Portsmouta, 
Ohio, is given out as an advertising nov- 
elty by Nate T. Rickey, real estate 
dealer, that city. 





A FoLper from the Daily Herald-Lead- 
er, Menominee, Mich., describes that 
paper’s field and its growth, and also 
the Sugar Beet News, a monthly de- 
voted to this new industry, which is 
said to have 10,000 circulation among 
the sugar-beet farmers in Michigan. 





“In the evening paper the reader has 
a whole night in which to forget your 
ad,” argues the Knoxville Mornin 
Journal and Tribune. “If she shoul 
try to refresh her memory in the morn- 
ing the chances are ten to one that the 
evening paper has been lost or de- 
stroyed.” 


“THE Tendency Toward Incorpora- 
tion” is a little pamphlet reviewing the 
legal and business advantages of incor- 
rk ee by George Albert Drovin, 

of the Philadelphia bar. It is 
puilished as an advertisement by the 
ederal Incorporating Company, that 
city. 





Advertisements. 


stratneneteaee taper nr without display 
20 cents a L. — we oe handed in one 
week in rance. pm re ‘lade 
be used if desi ~! . 


WANTS, 


ANTED—Premium goods, Send desert 
tions, with best prices. I. P. CO., care P 
ANTED—Commercial Artist on highest 
Catalogues — ly. 
GRIF TH-STII- TGS PRESS, 
ge all large towns for a 


per. com, 
AMERICAN H HORSE ‘OW OWNER, Ch Chicago. 
Mo than 247,000 copies 0 copies of the morning edi- 
tion of the World are sold in Greater New 
oa every day. Beats any two other papers.- 
eg A ponte a. 
M. P. GOULD ox Con, 09 Nass "0 9 Nassau 8t., New York. 
Green by experienced advertising man; 


rtment; thoroughly ex- 
perienced; highes' Address “C:C.,” 
inters’ Ink. 
ERNALD’S NEWSPAPERMEN’S EXCHANGE, 
established 1898, represents competent —. 
ers my all departments. Send for klet. 
Main S8t., Springfield, Maas. 
Wee wn & Carver or = my — 
26 0 30 inches, r. 
Must be cheap for spot cash. Add —4 “CUT: 
TER,” 1185 Hamilton t, Cleveland, O. 


M?; .NON-PRINTER ADVERTISING MAN—Ever 
eel the lack of technical printing knowl- 
fap “Concerning Re will put you wise. 
0c. postpaid, A. 8. CARNELL, 167 W, 102d St., N.Y. 


reference. 





ANTED—Printing Salesman gr gg 
contract byt cateerucs, 


— 
“aii jones and ability good ext sma 


N experienced operator-machinist; position 

p nee Atlantic States; references, Lino- 
se can handle two machines, speed, 
ib ces bows. Address “J, T.,” Printers’ 


a ition by experienced ad 
we coy Knows 8 all advertisers in = in 
weukeo. nest pleased ty hear from 

ti ere. Address my 





4 be r 
D” care Printers’ Ink. 
EWSPAPER advg. mgr. practical ad 


(30), 
writer, capable solicitor, executive, eure 
tter, desires i rtising 


business ge 
for live publication. est, newspaer and 
business refs. “HIGH- ak yHL-GRADE,” 


GENTLEMAN controlling a we By | 


plant, fea a A me ghey 
grade Comm k (half tones espect- 
ally), would like to communicate with who 





e placing of large contracts. “C. B. A.,” 
Printevinke 


EVs ADVERTISER and and eenenter dealer 
id read THE WESTERN MONTHLY, an ad- 
vertiser’s m: Ay est Sacculalios’ ofany 


Larg’ 
gaverts commel & Ty America. Sam 
THE NN MONTHLY, ab Grand 
yd Kansas Ci 


ANTED Poulton aa as assistant to advertisi: 


e or Tt _. —. Graduate [. C. 8 
course in seve iz. e practical e: - 
ence; 3 American; ingle Address F. H. 
P Po. Box 962, Pitts eld, Mass. 


Situation Wanted—Ad-man 


Chief of Copy De it N. Y. Agency will 
not renew oe he gy Oct. 19, 1904. 
Wide experience planning an writing. Corre- 
spondence solicited. Address “YALE,” Printers’ 
Ink, New York City. 

T TO JOB PRINTERS. 
If you are DOS Ke all the work your 
territo’ 


7a produce, write us We can 

supply the aan H. of war to bi the results 

zoe want—if someone has not contract- 
ed for them in your town. 


Low 
E. 8ST. ELMO LEWIS, Inc. 
618 Walnut Street, 
Philade! hiladelphia, 


ITIONS OPEN—We have hundreds of high- 
ie business sao technical positions Pay. 


a 
enough capable, rienced men to fill them. 
If you believe you are the right man for any of 
these places wri y for book] e have 
offices large cities and offer the surest 
a & of — our abi e* for red every 
cen Inc.), 
Brokers, suite Sil, 309 Broadway, New eae 





Y e YOUNG MEN AND WOMEN 
0) 


co York i 

at 20 cents per line, six words to the line, PRINT- 
ERS? abe aime school for advertisers, and it 
reaches every week more employin; rey ang 


than any y otter publication in the United 


ANTED—Clerks and others with common 
school pone seenep 9 only, who wish to qual- 
ity, lag ready positions at a week and over, to 
r free co gopy © of m: ae De ye and 
pas Es lead oncerns every 
where, One onto fills 2 00 lace, another 
$5,000, and any number . 
Siothtng sdwriter in New York’ owes -+-~ 
cess within s od wpontas my De- 
mand ex 
GEORGE Hi . Advertising and Busi- 
ness rt, 82 Temple Court, New York. 


angen 7a S FOR SALE. 


5, 000 Css CLARK & 00.1 , SAMBA Dy. Y. NY. - 
Greets Lens pat, pba 








ADVERTISING SPECIALTIES. 


EATHER ad. novelties. Nothing better fer 
making more business. Ours made bette: 
than others. er free. BURNETT PRINT- 
ING CO., Rochester, N “>. 


PUBLISHING BUSINESS OPPORTUNTI- 


| agg yea little New York Monthly 
For man ot ability with $2,000. 
Good One-man ph any 
Should be made h $20,000 
Good also for mg 
Come and see us. 
EMERSON P. HARRIS, 
253 Broadway, New York. 





MISCELLANEOUS. 


EST’S EXTENSION ond is the best for 

bookkeepers and all others prorege for the 
overflow of names from the habetical divi- 
sions. Descriptive circular free. BEST INDEX 
CO., Augusta, Ga. 


ENGRA VING. 


OULD YOU for the small amount we caarge 

be without a bright, catchy Engraved Let- 

ter Head Cut? Send matter for for sketch and 

get a rock-bottom price. CAPITOL a 
CO., Dept. E4, Sta. G. — — 








NE WSPAPER B BROKER. 


r $30,000, 
ques ." +h 4 in Alabemna cl city for $10,600, clear- 
ing aaa aweek. Write m - 
tion B. J. KINGSTON, Newspaper Broker, 
Jackson, Mich. 


Sn 
HELP WANTED—MALE. 


DVERTISING men outside cities; “400” Mag- 
azine, 41 West 24th St., New York. 


HALF TONES. 


EWSrAPER I HALF- TONES. 
Tbc.; 3x4, $1; 4x5, $1.60. 
Delivered — cash accompanies the order. 


KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


PREMIUMS, 


Weim for information rmation regard our pre- 
mium and advertisin; 7 5 
MFG. CO., 20 Michigan St., Chicago. 


rox easel NEW PREMIUM CATALOG, 

reaay, contains musical instruments 

or al “descriptions including a special cheap 

ne; $20,000 wortn “s our mandolins 

Tr guitars used ina le year by one firm for 

remiums. Write for og. PREMIUM CLERK, 
yon & Healy, 199 Wabash A Ave. Chicago. 





lines. 500-page list ice illustrated 
gebeet fw O 
.. 46w, 48-50 52 Maiden Lane, N.Y. 


PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@©). 23 Broadway, New York. 


Rate SE RRR 
INSTRUCTION BY MAIL. 
OUR DOG CAN READ PEOPLE at a glance. 


WE GaN TEACH YOU to read pease like open 
peop know their characters, talents, strong 
wi 
TAKES ONLY TEN WEEKS and $10. Easy 
—_ pad easy payments. We deliver the goods 


ONO NONSENSE about our method. No palm- 
ieery. astrology or poe — . Based on physi- 
0 


ii USE T TWENTY. YE YEARS. Pupils all oven 
world. Only en kicks so far. Mention P. I. an: 
sample 1 come. 
OOL OF HUMAN NATURE, 

Athens, (ia. 
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RUBBER BER STAMPS. 
UBBER STAMPS,—SEND ME crates ~ 4] 
firm name, with 25c. po Pe, ae 
will sone ine atwo line —_ tamp. with p a, 
and my illustrated catalog of type sty post- 
paid. “AOKDER, 149% Washington St., TOnldane. 
ee 


PRINTING. 


RINTING _at reasonable prices. 
PRESS, Bethlehem, Pa. 


Long Runs ‘of small Dp a (12x18 teense) 


press, Way- ow ecient FINK & SON, 5th, 
above C! 


—— Headings = Ceentems rinted by 
ial machinery. ou order 5,000 or 

more, get our prices; on mf 1 orders others can 
do as well, KING, 16 William 8t., N. Y. 


MERIT 











orks 
DECORATED TIN BOXES. 
T33 appearance of a ofttimes selis it. 
You =, = 
boxes can be 
until you get —_ ar enmples and quotations. Last 
year we made, ny Comriny J other things, over 
ten million Cascaret boxes and five million vas- 
ine boxes and ca; nd for the tin desk re- 
eline bo: d caps. Send for the tin desk 
minder called “‘ Do It Bane id ai. is free; so are 
any — les you ie A 
ERICAN TOPPER COMPANY, 
il Verona Street, 
Brookly: New York. 
ot’ largest ‘maker of Tin Boxes outside of the 


POSTAL CARDS. 


RICES and samples of post cards Write 
STANDARD, 61 Ann Street, N. Y. 





LUXURIOUS SMOKING. 


RENCH’S MIXTURE is ee highest grade 
Smoking Tobacco manufactured. A superb 


t 

ured that can compare with it. Can't be be bouens 
from dealers—sold direct from factory to smok- 
er. Large Sample Package for 10 cents in silver 
or stamps. pooner and MPOBAGC obo, request. 


eaville NC 


Boerner en 
HOUSE-TO-HOUSE JUSE DISTRIBUTING. 


I GUARANTEE any y advertiser an honest, intel- 
ligent ee house distribution of adver- 


direct or through any other ncy. 
Write for full iculars. ” ’ ai itiel 


ILL A. MOLTON, 
— Advertising Distributer, 
Clair St., Cleveland, O. 


LABELS, 


Cork T op A oer ures. INK & 80 at oe 
Printers, 5th St., shane &s 


psrntavtlibed 7 aocutsulad 
MAIL-ORDER NOVELTIES. 


Wwe: to-day for free “‘Book of Rpomaiioens, » 

lustrated catalogue of latest imported 
and domestic novelties, watches, plated y- 8 
cutlery and optical goods—whol ie only 
SINGER BROS., 82 Bowery, N. Y 


PRINTERS. 


Pp® NTERS. Write R. CARLETON 
Neb., for copyright lodge cut cata Rg 


10,000 3x Erinn rma 


style Send stamp for campies. 
SMI PRINTING CO., 
810-12 Broadway, Toledo, Ohio, 
or 


TRADE JOURNALS. 


H4 ARDWARE DEALERS’ MAGAZINE. Circu 
lation 17,000 (@©). 253 Broadway, New York 


























ADVERTISING NOVELTIES. 


Ropers WITH YOUR AD ON THEM $4.50 to 
biz r thousand. 
M. GILBERT, 2563 N. Dover St., Philadelphia. 
66 yg ystic WALLET’’—the advertisin, nov- 
pity. heen gy ang rices, ttle 
Traveler” easnlogue 4c. SOLLIDAY NOV" 
ELTY ADVERTISING WORKS. Knox, Ind. 
DVERTISE your business with advertisin 
novelties. Buy them direct. I make penc 
holder, toothpick cases, nail file, in leather case. 
Sample of each, 10c. J. 0. KENYON, Owego, N. Y. 


Pruvene & SIGNS; mehtent, eek ees 8 
iom- 


plete line of eens Noveltioe and patrons. 
Samples free. F. F. PULVERCO., Rochester, N. Y. 


) ea ad Black Seal Grain Match Case, with 
Emery Scratcher. A useful Advertisi 
Novelty. —~ 10 cents. KDWIN W. HO 
AUD. Triangle § ilding, Rochester, N. Y., Manu- 
facturer of her Specialtic ties. 


RITE for sample and price new combination 
Kitchen Hook and Bill File. 


before 
WHITEHMAD & HOAG CU., Newark, N. J. 
Branches in all large cities. 


Dvverine CLOCKS- Our window and 
wail clocks have permanent advertising 
value. Kstimates.given on single clocks or 
quantities. Write for circular ani ene. 
BAIRD MFG. CO.., D.. 20 Michigan 8t., Chicago. 


REMIUMS OR CONVENTION SOUVENIRS 
made from nails. They're attractive, sub- 
a, — cheap. Sample, a World’s Fair 


td ick HATHAWAY'S C’RN, Box 10, Madison, 0. 

Color Barometers. Tag tent no. 
maiied in 6; ge penn as. $25 per 
1.000, meiuding i impri: Pend de ‘or campie. 


FINK & SON, ve tbove Chestnut, Philadel 


AMERICAN iii. Mmtocssor 


oats b: I mast ctu 

80) us exclu- 

for the last si: iM Al 

ae | for FREE, sample ahd 


PRESS, 45-47 Rose St., New York 


5 00 Spare ANDUM BOOKS at $2250. A 
5] » quadruple anh writing 
r aH. jum Seek. coated board cover. 
A h your advertisement printed on front an 
back cover, at $4.50 per 1,000. Cheaper t 2 

card and far more effective; shee oe 

les aoems on receipt of 2c. stamp. C.F . 
ENSPA & CO., Advertising Novelties, 601 Com- 
mercial Soial Teitvuns Building, Cincinnati, O. 











Novelties Wanted. 


1 BUY FOR CASH, in large 
quantities, any ORIGINAL count- 
er-selling novelty, mechanical or 
medicinal, adapted to foreign 
drug trade. No advertising neces- 
sary. Quick, clean business. Ref- 
erence: Publisher ‘Printers’ Ink.” 

Show me your samples and quo- 
tations. 

WM. A. RICHARDSON, 


34 Central Street, 
Boston, Mass. 





——_~-—_—_ 
PHOTO-ENGRAVING. 


UANTITY price on on quanti cenmpeving,, Cata 
, e work in ony ond or half tone. 
A Ann 8t., New 





PRINTERS’ INK. 5! 


INDEX CARDS. 


ueax CARDS, all kinds; send sample and get 
rices before ordering. E BLAIR 
PRINTI G CO., Cincinnati, O. 


—— +o 
WILL CHANGE. 


Editor of Eastern Dail Daily ope n to offers. 
High grade; will Ing: moderate sal- 
ary. Write quick. “SCALES,” Printers’ Ink, 


+> - 
DESIGNING. 


ot oe Eeeresions for all hep subal r- 
om press sketch ci ited. 
GirEMACAL P ENGRAVING CO., 
18 and 20 Oak aon 
New York. 


SIGNS. 


ramed $teel Signs, Signs, 12x42 up to 
F Big Sel Ho ke | Hoke gign ‘glovn Men New York. 
c™ signs. poe inches up up to 8x18 ft 
‘ne $am Hoke $i: Hoke sign Shops, New York. 
ittle Tin Signs, 1x10 inches u 20x28. 
L The $am Hoke Sign lines New York, 


aint: Printed Wood Signs, up to 18x14. 
The $am Hoke Hoke sign Shops, New York. 


verlasti Paint Printed Steel signs. 
E The-tam Hi Hoke $ign sie ew York, 


i 1 $i on Stores everywhere. 
Ber nhs pasa Hoke Sign aaa 


da signs or on roads, rail and tro 
A The gam Hoke Hoke Sign — New York. 
1 00 4x10 ft. ret pe per'month Pa. R. R. 
Hoke Sign Shops, New York. 


6 3 aaa 52d scr a8 R. Sy thro’ to 5ist. 
on 
ke Sign m Shope, New York, 





Setanta petit 
SALINE B40 MACHINES. 


T= DICK a args ar ue 
uickest. 
Mfr., str) Vermont roe Bettalo N fe 





ADVERTISEMENTS WANTED. 


ARDWARE > et MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 





CARD INDEX SUPPLIES. 


AVE a. b; he fp buying from the manufact- 
Si urers. Td en supplies f for all makes of 
oa 


STANDARD INDEX CARD CO, 
Rittenhouse Bldg., ‘Phila, 





ADVERTISING MEDIA. 


CENTS per line = pivertnng in THE 
JUNIO Bethlehem. 

ARDWARE DEALERS’ Circu- 
lation 17,000 (@©). 253 Broadway, New York. 
DVERTISERS GUIDE, Newmarket, N.J. A 
postal card request will bring sample copy. 
A™ person advertising in PRINTERS’ INK to 
the amount of $10 or more js entitled to re- 

ceive tne paper for one one year 
r= EVANGH bes s subscribers in nearly every’ 
and fourteen foreign countries; 20c. 
agate by 4 flat. Connell Bidg., ton, Pa. 


ROY, Ohio, has ss le; 4.000 moms | live 
yg m six rural ro’ tes. The RECO: 


70 per coms of them m dally, 3 | sao d finches piston, 
e. 0. d. one year, n. r. m 


OWN TALK, Ashland, Oregon, has a ae 
PA, | cireularion of 2,500 coples -_—, 


Poa by ite Galen Rew meer on 








52 
om AD in 98 largo me monthly Magazines and 
Newspapers wi ai lreulati — Only 
i8c. a line. Send cash, o: orl 
SOUTHERN ADVERTISING. CO., 


Pollocksville, N.C. 
INCHES | month in 100 Illinois country 





3 


weekly news pers, $50. Total circulation, 
100.000 a © on application. We 
have ists in ory iddle West. CHICAGO 


NEWSPAPER UNION, 10 Spruce St., New York. 
[THE WIDE-AWAKE ADVERTISERS RECOG- 
NIZE 


The Joliet Daily News 


AS ONE OF THE BEST MEDIUMS IN AMERICA, 
All Home Local Circulation. 
No Street Sales—Clean, Reliable. 
Only Paper in Joliet with 


Proven Circulation: 
Average for Aug., 7,113 


RIBBOTIPES. 


is the very best ribbon 
i ut on a typewrit- 
ad will send one on 
to be ag for only 
its pos ed for sixty 
cents, two for one dollar. CLARK & UGALLA, 
100 Gold St., New York. 








MAIL ORDER. 


F yank bay FOR DAILIES. 
wag resh, reliable farm news with 
route circulation ; helps 
a ee vertising. Exclusive service to on e 
pees in each a. Sample sheets. THE ASSO- 
ED FARM PRESS (incorporated), 112 Dear- 

born Stree! t, Chicago; 15 Wall 15 Wall St., New York. 


og ye ADVERTISERS—Try house to 
bouse advertising; it will pay yi you a=. Our 
oy will deliver your circul logues 
to the -order buyer. vo can reach 
a whe never see & bien per — any description 
rom - Fk ft her. When once 
easy. We ao reliable agents 
well emee throughout the United States and 
Cana My ye ~ 4 position ne | 
matter in of any desired 
DIsPKIBUTORS y DIRMCTORY will be sent free 
of charge to advertisers who desire to make con- 
tracts ge — the Fane a We gua ———- 
tee good on rrespopdence 0! 
NATIONAL ADVERTISING CO., 700 Oakland 
Bank Building, C’ 


Shicago. 
FOR SALE. 
ess NEWSPAPER. — For sale or 
Democratic newspaper and print- 
ing} office complete; count, town; a 
homa on 4,000; only Democratic 


in the county. Has official 


Peto Okla: down will handle neta me BUX 21,” For ie Tort 


R SALE—The peoting Saty and gor 44 
iy in city ot 18, ‘our good RB. ops. 
~ by R.. paved oaiee 


Sob a ty sain) ‘takbo pleny 
epartmen 000 
at ee at Would sell 


= interest to a good man 
ness. More than I can attend 

to. "pon, the round ao and see it and the 

town. ead ” 3143 Easton Ave., St. 


R nol TO SETTLE FSTATE—Consrrrv- 

TIONALIST country we weekly) newspaper and 

ob offices. Establis! 1868. is yy run = 
ounder to day of his death, Dec. 29t 


hi since. Actual cash receipts from Tan, 1, 

_ July 1, 1906, $2 154.52.and business lily 
tt away above average co 

office. e $5,000. G. ALLISON HOLLAND, 


PRINTERS’ INK, 


AD WRITER. 


STANDARD public a. 8. E. LOWENBACH, 
1516 W. @ayette St., Baltimore, Maryland. 





CEDAR CHESTS. 


M°re- -PROOF Cedar Chests—Made of fragrant 
——— red S cotae as and | agama wreak 
PIEDMONT Ft FURNITORE CO., Statesville, N. C. 





MAPS. 
APS—STATE MAPS—RAILROAD MAPS— 
MAPS 





dissatisfied. 


K, ¥. HORDER, i534 Wash monlagten A Chicago. 





REAL ESTATE. 


MAHA—“Real Estate made me rich.” Will 
sell two hundred building lots unimproved 

at sacrifice or euehen for improved property in 
New York. “B.,” P. O. Box 1850, New York City. 


RY ESTATE men and on and others, test our week- 
400 mgd —_ A, three-line ad, 3 mos, 

each week, for 25c. 

aE. RITIC, Frankton, Ind. 


EAL Sota DEALERS!—Have ren propery 
on your list that is fitted for 
or suitable as a location for a physician! If If 80. 
place your advertisements where they will 4 
read octors. The Journal American Medical 


as times)” a pare 
(¢ regular rat 


ceived 341 replies. Look up our Roll of Honor 
record, Send for sample copy, rates, etc. 


ve “RP ESTATE.” 
am — journal L paees that is a di- 


ers and prope: 
owners. 5 34 fF has a big list of buyers of 
‘arms, hotels and stores. —— ns each month 
. manu- 


| decisions relation So 
fac concerns seek: new anh AE, new 
ideas for advertising, and is strictly up-to date. 
Covers the entire country. Official organ of the 
National A’ aad Real Estate Dealers. One 
dollar ($v! pe por veer, 
STATE, Amsterdam, N. Y. 
Real Write for special proposi- 
tion bearing on plans which 
insure positive and quick 
Estate sales of farm and ranch 
lands. No property too dis- 
tant to handle. No postals 
Agents answered. C. H. LLOYD, 
116 Nassau St., N. Y. 








BOOKS. 
as Bad one 


ps wate = ad, ee, Washington, b.c 
Establish: 
prt sat PRINTERS—*Full of happy ideas 
a ues.”” Mh ry apd 
manual for printers and _adverti: Fits vest 
pocket; WwW. L, BLOCHER,Dayton, 0. 


. book mailed 
—_ and 


2c. postpaid. 


'y will interest eve: 
aPeur Kinas of Men’’is 
is devoted toa Coen each oO of yourself 
of these books is r offers to you, if 
accepted before p nal a. is the Four 
Books for $1 (ex ress prepaid), p vided you are 
a hayes of printing an will white on your own 
printed stationery. If you are not ‘ectly 

satisfied with the purchase. after examination, 
and will return them within | five days, charges 
paid; we will refund your money, and we refer 
to Printers’ Ink as to our Pye ene A We - 
Makers of Fine Books, and to those who becom 
rehasers of our printing the $1 will be deduct- 
ed from the first order, a ad smal 
GRIFFITH-STILLINGS PRESS, Bosto 



































PRINTERS’ INK, 


Sor HE CONFESSIONS OF AN OLD MAID.” 

The managing editor of the National 
Magazine says of this amusing and most uncon- 
ventional narrative, “It fairly sparxles with wit 
and wisdom,” and it surely has its share of droll 
conceits, which will cause it to be long remem- 
bered by all who may read it. 

Now, an Old Maid is about the last person one 
would expect to indulge in a CONFESSION, yet 
the worthy lady to whom Miss Lawrence intro- 
duces us begins at the beginning and makes a 
clean breast of it until the very hour of the 
book’s going to press. It is impossible to read 
“The Confessions of an Old Maid,” and not feel 
that it is wholly a tale of truth. There is nota 
falze rote in it from first to last. The author 
does not hesitate to strip some of the situations 
which are common to bumanity at large, as well 
as to old maids, of some of the mere sentiment 
with which they have been too long enshrouded. 
It isa perfectly clean story of the life of a nat- 
ural womanly woman, one devoid of the quali- 
ties usually attributed to her classand condition. 
No more diverting volume has been published 
this year and no book of its kind has ever seen 
print before. 

The prime reason for inserting this notice in 
PrintERs’ INK is to ask editors who wish some- 
thing out of the ordinary to read, with keen 
pleasure and some profit, to write to the pub- 
lishers and ask for a copy. Tothose who will do 
so a copy will be sent post free and without 
charge or condition. 

No obligations of any kind will be incurred by 
any editor who will send for a copy of the book 
thus freely offered. If “The Confessions of an 
Old Maid” is found worth while, we shall appreci- 
ate any good words which may be said of it. If 
it does not please, silence or a slating will prove 
equally satisfactory. The volume is handsomely 
bound, as different from the average novel in 
exterior as in text. 

To others who may wish a copy one will be 
mailed by the publisher on receipt of the retail 
price, which is One Dollar. Some booksellers 

have it. Any bookseller or newsdealer can get 
it, 
THE PRESS OF “THE ROSE-JAR,” 
24-26 East 2ist Street, New Nork. 

(“The Rose-Jar” is a book-lover’s potpourri, 
published four times yearly. Details if asked 
for), 
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ADDRESSING MACHINES. 
A the Wallng MACHINES—No type used in 
Wallace stencil adaressing ng ye 


card index essing used b: the 
largest Saye the country. Send 

r circulars ressing done at low rates. 
WaLLACh & CO., urray St., New York; 510 


Pontiac Bidg., Chicago. I Il. 

be STANDARD AUTU poene ESSER is a high 
addressing machine, motor or 

dex idea, 

Prints visibly; perforated card used; errors im- 

= le; eperanion simple. Correspondence 80- 


B. F. JOLINE & CO., 
123 Liberty St., New York. 


———— —__—_ 
CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(\@@). 253 Broadway, New York. 
eS 


DESIGNERS AND ILLUSTRATORS. 
ESIGNING, illustrating, i- 


illum 
ing. THE KiNSLE vipa, thographing, art pri . 
rs 
COIN CARDS. 


© PER Less for more; any printing. 
$3 THE COLN oe. cO., remo: Mich. 
for $3. “10,000, $ $20. rinting. 
1,000ccme Coin Mailer Co., Ft. rt Mahison, la. 


———__ +> 
ELECTROTYPERS. 


Wt make the electrotypes for PRINTERS’ INK. 
We do the electrotyping for zome of the 
largest OTTER < the coun 


CRAWFO 
St., New York. 


——_+o+—___ 
PRICE CARDS. 

Nain oe devine price cards, 50 cents per 100, 
000; assorted: printed on tinted 

ane” TH BLAIR PTG. CO., Cincinnati, O. 
END for of the hand price cards 
we sel] at 50 cents the hundred, $3.50 the 
thousand, assorted. Daintily printed on buff 
and primrose Translucent Bristol. Used in dis- 
playing goods they help sales wonderfully. THE 
BIDDLE PRICE CARD CO., 10th and Filbert 

Philadelphia. 


SUPPLIES. 


SE “B.B.,” r op your mimeograph or 
en licator aN NE aries instantly; never 
samples and prices from YeINK & 

SON, N. Printers, near Chestnut, Philadelpnise 

V D. WILSON PRINTING INK Cu., Limitea, 

e of 17 Spruce 8t., New York, sell more mag- 

azine cut inks than any other ink bouse in the 
trade. 

Special prices to cash cash buyers. 


ASTE ite on gene boxes, bottles, cans, 
res a label w: 


Write us for 
‘& CALDER, 45 





ith Ber. 


1508 Tribune Building, Chicago, ill. 


OXINE—A non-explosive, non-burni 
id line. Do: 


mended by the best printers for cleanin and 
protection of hali-tones. For sale vy the rade 
d manufactured by the DOXO MAN’F’G CO., 


an 
Clinton, Ia. 
PAPER. 
B BASSETT & SUTPHIN. 
45 a St.. New York Cit 


Coated pape: a specialty. Diamond i Perfect 
White for Phish grate e catalogues. 


a os 
ADVERTISEMENT CONSTRUCTORS. 
RED W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising—your way—his way. 
ENRY FERRIS, his | aa 

Adv Writer and Advise 
Drexel Building, Philadelphia. 


PRINTERS’ INK. 


Bases, Photographers, Retailers—. 
some one about our om and our mating 
tor advertisements. Then write. ART LEAGU. 


D-WRITER-- Young man desires advertising 
ition with sume firm. Good reference. 
J. W. QULNIUS, 220 N. N, Summit Street, Dayton, O. 


Re. ADWRITING is m; is my specialty. Let me 
write yours lean i your 

GEORGE 1. SERVOSS 

2835 \v yoming $ St., St, Louis, Mo. 


At: WRITING—no nothing more. 
Been at it 14 years. 
JED SCARBORO, 
557a Halsey St., Brooklyn, N.Y. 


Ors ads ee convince and ei nh 
duce business. Single ads, booklets, ca 

es, etc., at reasonable prices. 8. M. LA RZE- 
i RE & CO. 114 8. second Re Philadelphia. 


ye designed, writ! written and onqrentn 





urnished. Fine stationery for tasty 
Consultation free, if pro riy rated. iit ine 
wants = first letter. AMERICAN PUB. CO., 
Columbus, 0. 
DVERTISERS Do it Well! It’s the brains in 
an ad—t owing t brings the 


business. Consult me. 7 undertake to give 
complete satisfaction. Z. GEARHART, Ade 
writer and Designer, 100, North Centre Street, 
Philipsburg, Pa. 


Booklets, *Mprinted, $14.00 for 1,000, $00.00 


for 5,000. 
LOUIS FINK, JR., 
Maker of Profitable Business Literature, 
Fifth Street, near Chestnut, 
Philade elphi 


5 THE - fa ne COMPANY, 
change Ave., 


hi 
We sell once 1 Bees in planning, 
P reparing and placing effective ads and adver- 
ising Merete Our Confidential Service Cir- 
cular is sent fiee if applied for on business 
stationery. 
Write for sample copy of THE BS QUESTION. 
It deals with facts, not theori 


ERE ISA uouny cike 
DO YOU WANT IT? 

My cash pest o— $4,617 cash, receipts from 
an original ad nny | idea e mine. —_ has 
proven a big ed y getter. live 
work it. Uniimited hla, setae onorable and 
No interference with present busi- 
ll send sample, full instructions and 
right to publish under my copyright for $6. 
Descriptive circ free. 

SMEKSUN DE PUY, Des Moines, Ia. 


igi you now under consideration the issu- 
ing of any new bit of adverti: matter, 
such r instance, as a little CAT LOGUE, 
TOOKLET” or FOLDER, or perchance a yoo 
circular to replace some "former one that 
er well know was not “up-to-date”! fs 1 
pened to — your case currectly, 
why ont write me con be gy AL 1 hap: 


pens to be, and if gee! ‘have anything tha’ : zee 
would like bettered, why not slipacopy of it into 
our letter to 


to me! 
'o.5. FRANCIS I. MAULE, 402 Sansom St., Phila. 
a 
Advertising Agencies. 


Advertisements under this head, two lines or more 
.2 je ust be handed in one 
week inadvance. Display type may 
be used if desired. vit 


CALIFORNIA. 
OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 
ARNHART Ase SWASEY, San Francisco— 
may wont of Chicago; employ 60 
people; save advertisers by advising adinionsly 
newspapers, billboards, walls walls, cars, distributing. 


URTIS-NEWHATL 00. L nd A — 
Or nie +“ advertising ‘an 


- h Papers, 
guttoor. ‘ective ada. agate plane. = , 
C COAST ADVERTISING. 25c. copy; $2 yea 
DISTRICT OF COL UMBIA. 
= 7 Sine Want Ad in 16 lea dailies. 
? d for g Hetnend ort ices. L. P. D: RRELM. 
ADVERTISING AGENCY, Star Bidg., Wash.,D. 














| 
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NEW JERSEY. Qa pOees Knox go. qfinecepo- 
AIL order advertising a jalty. THE ffices. Knoxville, Tennessee: 
Y ~ Out-door po a racted for throughout 
STANLEY DAY AGENCY, ewmarket, N. J. the South. eee Sa — we thes 
NEW YORK. ilo ibuting, Sign Tacking ‘anal 
Ooo AGENCY, 220 Broadway, N. Y. ee 
Medical journal advertising exclusively. CANADA, 


———— TS gurpetets how much can be done in Can- 
ogEnrs & CO., Advertising Agency ,44 Broad 

Vy Setraee wires, fon, f hila, eng Fz = ar ‘ew pap rs pon — are Sn 
ierpreragy 7 THe DESBAIK TS ADVERTISING AGENCY 

LBERT FRANK & CO., 25 Broad Street, N. Y. Ltd., Montreal 
Gegeval advertisin; gente. eethihed 

1872. Chicago, Boston, Philadelphia. Advertis- 
ing of all kinds placed in ne part of the world. 


’ “Hi Md “oHi ” 
ORTH AMERICAN ADVERTISING CORPO- Bout Himself and His Work 


KATION, Woodbridge Building, 100 William a 
treet, corner of Jon, “ew York.’ A reliable, Pe First, Pe era vn Bits 
= eral ate | ee, con | now onthe press. If your name arrives in 
trolling ire aero 0 rina Pally time, secom! vanied by Five Red Stamps, 
fixed service charge ou the a. prices actuall copy will be mailed you by 














paid by the Agency 
gency _ FRANKLYN HOBBS, 
CLARENCE RB; RUNEY, Runey Bldg. Cincin- Coguet oe Tiare ae 
Newspaper, Magazine, Out-doo' CG 
Caxton Block, Chicago. 











py Printing, Designs, Writings. 
PENNSYLVANIA. [ E 
J ND ADVERTISING AGENCY, t t R d 
‘PRE H. 1. IRELAN D D ADVERT Rea Sta @ ecor 
925 Chestnut Street Philadelphia. M be { C d 
F FOLEY & HURNBERGER ontreal, Vanada. 
1208 Commonwealth Bidg” Phila. 
mmonwea! ” . . 
“Less Black and White, and more Gray Matter.” 17th Year. Circulation 2,000, 


RHODE ISLAND. Se 
F. OSTBY AGENCY, Providence—Bright, PUBLISHED BY 
‘ad 


e catchy ‘ ideas,” magazine, news- A 
cane The Cradock Simpson Co. 


TENNESSEE. 


8.47.2 Sa ae eee REAL ESTATE AGENTS. 





Ae Your Newspaper 
RF or Magazine Advertisements 


If you are contemplating a newspaper or magazine campaign 
for the coming year, we think we can interest you in the matter 
of appropriate and profitable copy and designs. 

The buying of your space is a simple matter—the filling of it 
is something altogether different. Space is worth nothing un- 
less it is filled right—superior copy may be made to increase the 


returns anywhere from 20 to 50 per cent over the results of 
ordinary copy. 

We are preparing copy and designs for next year’s work for 
several leading American general advertisers—those who know 
the value of the best copy and insist on having it. 

This is an important matter—it won’t cost you anything to find 
out more about our proposition before you make your contracts. 


LET US HEAR FROM YOU, 


THE GEORGE ETHRIDGE COMPANY, 
No. 33 Union Square, New York City. 
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JULY 18, 1904. 

“We have noted that the per- 
centage of buying customers who 
answer our advertisement in THE 
SunDay SCHOOL TImEs is higher 
than from any other religious pa- 
per. It has cost us a good deal to 
find this out, but we thoroughly 
believe it.” 


Real Estate Advertisers 


We will tell you some bot- 
tom facts to prove to you 


Che Sunday Sepol Canes 


has special features to 
make its advertising ser- 
vice satisfactory and 
profitable to you. 

We Shall Be Pleased To Hear From You. 37 


THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a, Pa. 














AGENTS FOR SEASHORE LOTS, 





We'll Pay You 
Liberally 


to influence the people in your vicin- 
ity to buy some of the fine seashore 
lots that we are offering at New 
Somers Point, N. J., one of the best 
resorts on the Atlantic Coast, right 
on bay and ocean, close to Atlantic 
City, and which we want to sell on 
easy terms and at prices within 
reach of everybody. 

Railroad, rolley and Steamboat 
service. Finest climate in the Unit- 
ed States. Title insured. 

People will readily buy this prop- 
erty from the man who can make 
them understand what a good in- 
vestment it is. We're. ready to 
make immediate arrangements with 
one man in your city or town who 
can state the facts simply and con- 
vincingly. 

The Masts will sell the property, 


DOBBS & FRAZIER, 
600-605 Bullitt Bidg., Phila., Pa. g 











$2 Fen FREE 


A PERFECT FOUNTAIN PEN. 


ne, Holder is made of Pure Hard Rubber the 
Pen Solid, 4k. Gold and will stand the e U.8. 
vermment 
iridium, Tare metallic’ element, the best sub- 
stance with which gold inted. 
an under feed, made r 
method, which conducts the ink from the reser 
voir to the pen_point with absolute uniformity 
and certainty. led in a box with filler and in- 
structions. This is the simplest, neatest an 
most easily managed fo’ x, pen made; when 
cap is removed it is ready to write, and when 
writing is ~~ the cap can be replaced and the 
pen is ready for the ket. It is a good com- 
— at ‘all times, ai — desk or on the road. 
used, never without. And, best of all, it is 
abeotutely’ PREE with ’ THE INTERV Ew 
from now until Jan., 1906, for only $1, in 
vance. This is a most liberal proposition, + it 
is made with the understandin; 
with your BARGAIN you are to rec- 
commend it to your friends, and = you should 
dissati return the pen thia ten 
Sh one we will refund your money. If remit- 
check, add 10c. for collection 
THE : INTERVIEW is an Independent Ex. 
aminer of Insuran Finance, etc. It is also 
“ Free Lance,” and ‘s "The Friend of Right ‘and 
Justice ; the Foe of Evil and Oppression.” It is 
published monthly at $1 a year, or 10c. per copy. 


INTERVIEW PUBLISHING ©6., 
108 Fulton Street, New York. 








= BUILDING PLANS 
Up-to-date residences, houses 
and flat buildings. 
New ideas for those interested 
in building. 
Each issue of the 


contains complete plans, drawn to 
a scale by a licensed architect, 
ready to build from 


A Monthly Publication 
for the building public, with de- 
signs and articles by prominent 
writers on all building subjects. 

Each plan is accompanied by 
an itemized bill of material with 
estimated cost. 

$2.00 PER YEAR. 
Sample Copy Free, 


PORTER, TAYLOR & CO., 
PUBLISHERS, 
862 Dearborn St., Chicago, Ill. 
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Farm Property and 
Real Estate Dealers Ge t R CSU [ ts Ss 
From their advertisements in the 


BREEDER’S GAZETTE, ““i** 


Note the following letters recently received by the publishers of the GAZETTE: 


Mr. D. S. Daxsey, St. Francis Land Co., Jerseyville, Iil., writes under date of July 8, 
1904: “‘Our advertisement in the BrEEpER’s Gazette has brought us hundreds of i oy ie 
and we are making some sales asa result. I will send another advertisement in a few da 

Mr. ARTHUR A, Peterson, formerly advertising manager of the Mobile & Ohio RS 
writes: “From the advertisement which was inserted in the GAzeTTE regarding the sale of 
Mobile & Ohio lands in the South, more replies were received than from all other farm and 
stock publications combined.” 

essrs. Newton & Newron, Bennetts, S. C., dealers in real estate, write: ‘We ‘are 
a with the number of inquiries received from our advertisement in the GazeTTE.”” 

r. WuiTeE, General Industrial Agent of the Seaboard Air Line R. R., who has 
been Advertising farm lands for sale in the AZETTE, says: “ I want to avail myself of this 
opportunity to congratulate you on the pulling qualities of your periodical. Not only have the 
number of inquiries been entirely satisfactory, but they come from high-class people, the very 
sort of people we want in our territory because we are somewhat particular.” 

Mr. T, E, Hupson, Norfolk, Va.,who has been adyertising farm properties for sale 
through the GazeTTE, writes: “Your paper brings more inquiries than any paper I have ever 
used 


GAZETTE advertising space has seldom proved to be an unprofitable in- 
vestment. We can exhibit hundreds of testimonials from satisfied investors. 
Rate 35 cents a line on real estate and farm property announcements, with 
discount on large contracts. Send for rate card and a specimen copy of 
the GAZETTE to 


THE SANDERS PUB. CO., 358 Dearborn St., Chicago. 


SSSSSESSISS4= 





























Having made a very satisfactory deal with a 
large collapsible tube manufacturer, I am now in 
a position to sell my finest job inks at One Dol- 
lar per lb. (with the exception of Carmines, 
Bronze Reds and Fine Purples, which are Two 
Dollars a |b.), put up in any size tube you ask 
for without any extra charge for the tubes. This 
is the cleanest and best way to buy job inks, 
where you are compelled to carry a stock of 
colors. 

Send for my price list and compare it with 
what my competitors charge for inks on credit. 
In this book will be found valuable suggestions 
for relieving troubles in the press-room. Address 


PRINTERS INK JONSON, 


{7 Spruce St., - - - - New York. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








It is difficult, if not impossible, 
to lay down any hard and fast 
rules for advertising real estate, so 
much depends upon the character 
and location of the property and 
the class of people appealed to. 
If, for instance, you are marketing 
a tract of building lots in which 
you have no interest further than 
disposing of them as quickly as 
possible, what are known as “band 
wagon” methods are, perhaps, the 
most profitable. In such cases, as 
a rule, the money that would. 
otherwise be invested in perma- 
nent improvements of positive ben- 
efit to the individual buyer and 
home builder, and of ultimate if 
indirect profit to the promoter, 
is spent in a few big, splurging, 
sensational newspaper ads, a brass 
band for the opening day, free life 
insurance, prizes to the three or 
four who first build houses, and a 
general campaign of noise and 
bustle. This is the sort of thing 
that frequently “takes” with the 
masses and the unthinking who are 
willing to buy anything at any 
price on “easy terms,” say ten dol- 
lars down and two a week for two 
or three years. But such cam- 
paigns must be conducted with 
sufficient “go” and snap to dis- 
pose of the entire tract, or ncarly 
all of it, at once, in order to be 
profitable. For when the strains 
of “home sweet home” have died 
away, the band has gone, and with 
it a great deal of the buyer’s en- 
thusiasm, there is likely to be a 
reaction. He has time to look 
over and consider what he has 
bought, and. as the days go by 
with little if any building beside 
that of the few who go in for the 
prizes, the installments will come 
like pulling double teeth, or be 
discontinued entirely and leave the 
plot owner with a lot of lots on 
his hands that are not saleable at 
prices that will give him the profits 
he anticipated. I do not say that 
such methods are not legitimate. 
or that they are not often employed 





with profit. In fact, thev are often 
the only ones that can succeed in 
marketing “additions” and “tracts” 
that have nothing to recommend 
them except “easy terms” and their 
proximity to the far end of some 
projected trolley line. I believe 
that the greatest profits come from 
the selection of a plot which, in 
addition to natural advantages in 
the lay of the land, its nearness to 
the city, etc., has a real future— 
something on which the owner as 
well as the lot buyer may base an 
expectation of substantial enhance- 
ment in value. There is no ob- 
jection to selling such lots on in- 
stallments, but there should be no 
frantic effort on the part of the 
promoter to wash his hands of 
them and hie him away to greener 
fields and pastures new. His best 
interests lie in staying right on the 
ground, in being particular to 
whom he sells, in placing certain 
reasonable and mutually beneficial 
restrictions upon the buyer, and in 
hanging on to a good part of the 
plot until the improvements made 
by individual buyers shall have in- 
creased the value of his holdings. 
The money that might be spent in 
splurge advertising, brass bands, 
fireworks, firewater and _ other 
ephemeral things should be put 


into curbs and gutters, shade 
trees, and other improvements 
that are visible to the naked 


eye and give an air of permanency 
the 


to the proposition. And 
fact that the owner, the man 
who has the most money in- 


vested, is staying right with the 
property and working for its bet- 
terment by securing public im- 
provements, etc., will inspire the 
confidence of the possible custom- 
er. There should be good newspa- 
per advertising, of course—some- 
thing new each day if possible. 
There should be an occasional cir- 
cular, mailed to a list of desirable 
people: and,‘ after a time, a good 
booklet containing sensible argu- 
ments and half-tone illustrations of 
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some of the houses that have been 
built. If it is a part of the scheme, 
as it very profitably may be, to 
build and sell complete homes, the 
booklet should also contain pic- 
tures and plans of attractive houses 
with an approximate estimate of 
cost and an idea as to terms. The 
newspapers should be asked to 
note that “Mr. Mailbag, our as- 
sistant postmaster, is building a 
handsome house on Easy street in 
the Riverview Addition, and that 
Mr. Greengrocer, who has recent- 
ly purchased a lot on Shadyside 
avenue, in the same rapidly-grow- 
ing locality, is now having plans 
drawn for a comfortable and com- 


modious residence.” Then when 
Mr. Greengrocer builds, there 
should be another news item 


to that effect. But this should not 
be made to take the place of the 
regular daily ad; it can't. The 
car card might be employed to re- 
inforce the newspapers, but always 
remember, whatever your methods, 
that the buyer who will pay the 
best final profit is the one who is 
induced to buy by the property it- 
self, and be very careful not to lure 
him with beautiful word pictures 
of what might be, to an unattrac- 
tive and unpromising reality A 
real estate dealer who is success- 
fully marketing a plot of lots just 
across the river from a city of 
forty thousand people in central 
New York, and who sells both 
house and lot about as fast as he 
can build, tells me that he has 
made many sales by offering to 
credit twenty-five dollars to the 
account of any of his customers 
for putting him !n touch with 
anybody with whom they have had 
no business talk, if the introduc- 
tion results in a sale. Of course, 
there are many other branches of 
real estate advertising, so many 
that they cannot be treated indi- 
vidually within the limits of this 
department; and p:rhaps what has 
already been said may strike you 
more as a discussion of general 
policies than of advertising, as 
such, until you stop to consider 
that the business policy is the very 
foundation of the advertising, and 
that advertising that is better than 
the methods on which it is built 
cannot be of permanent benefit. 
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Other phases of the subject will 
be taken up in the department from 
time to time, and some of them 
are represented in this installment 
by ads which have appeared in the 
daily papers and which Printers’ 
INK considers models well worthy 
of adoption, with an occasional 
amendment to make them fit your 
own local conditions. If you have 
published any real estate advertise- 
ments which you think are excep- 
tional in any way, or on which you 
would like a criticism, the editor of 
the Ready Made Ad department 
would be glad to receive copies of 
them but cannot promise to return 
them, even if return postage is in- 
closed. 
Good Talk. 





“More great fortunes are 
made in real estate than in 
Wall Street.”—William Wal- 
dorf Astor. 


(Quotation from N. Y. 
American, Sept. 9, 1904.) 


“Real estate is the Best 
property to own.” Do you 
own any? Are you laying 
the foundation for a for- 
tune? The richest men of 
the age made their millions 
in real estate by purchasing 
property right on the line of 
great improvements. The 
best real estate investment 
now offered is our property 
at Freeport, where the Pa. 
Railroad is spending $20,- 
000,000 on_ its gigantic 
tunnel and railroad improve- 
ments. Their completion will 
enable you to secure enor- 
mous profits if you Buy 
Now. We have the best 
property, best location. 

Lots $49 and up. $5 
down, $2 each month. 

Near the depot and right 
on the trolley line to Brook- 
lyn and New York. ; 

Every improvement; every 
convenience; electric light; 
city water; best schools, all 
churches, stores, clubs, etc. 
Title insured by the Law- 
yers’ Title Insurance Co. 
(capital $8,000,000.) 

Write to-day or call at our 
great sales days—Wednes- 
day, Saturday & Sunday. 

Write to-day or call at our 
office for Descriptive Circu- 
lar, Maps and Free Tickets. 


LONG ISLAND REALTY 
COMPANY, 


258 Broadway, New York. 
Cor. Warren St. 




















Incomes and Large Aspirations, 





Let Your Pennies 
Work for You 


Nothing makes money as 


fast and easily as money, 
excepting real estate. An 
equity in a well-located piece 
of realty in Buffalo is a more 
valuable asset than a United 
States bond. It is the best 
security in the world. It 
cannot run away, be stolen 
or destroyed. It is the best, 
safest, surest money-maker 
in the universe. It is the 
basis of all_value, the foun- 
dation of all wealth. It will 
earn fifty per cent for you. 

Heretofore real estate in- 
vestments were limited to 
men and women of consid- 
erable means. On account of 
the amount of capital re- 
quired the person with only 
a few dollars was shut out 
hopelesslv. But by a plan 
now in operation anyone can 
share the profits and enjoy 
the security of real estate 
investment: 

$5 down and $1 a week 
buys a handsome home site. 

his land is located in the 

beautiful section of Kensing- 
ton. It is only thirty min- 
utes from the heart of the 
city, the East Utica and 
Kensington trolleys pass the 
property. Sidewalks, graded 
streets, schools, all improve- 
ments. Prices of lots, $1.50 
to $360. Come and see the 
property. An Agent is on the 
ground all- day, until 8 
o’clock in the evening. Don’t 
delay. Car Fare Free. Maps, 
plans and information at the 
office of 
F. B. ROBINS, 

Erie County Bank 

Building, 
Buffalo, N. Y. 


51-53 





For a Safe Deposit Vault. 


You Can’t Watch | 
Your Valuables 


—constantly, but We Can— 
it’s part of our business. 
The Safe Deposit Boxes in 
our banking vaults afford 
perfect protection for val- 
uable papers, jewels, etc. 
Rented $5 year. 

UNION TRUST & STOR- 

AGE CO., 





Main Office, 
1414 F St. N. W 
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A Strong Appeal to Men With Smali 











Idea, 


Confining One’s Attention to a Single 
Section Might be a Very Profitable 





If You Own Prop- 
erty in George- 
town or the “First 


Ward,” 


It'll Pay You to Have Us 
Manage It. 

We rent houses. We col- 
lect rents. We sell proper- 
ty. We'll make your prop- 
erty pay the limit of profit. 
Glad to have you consult us 
about West End Real Estate. 
THE MILLER-SHOEMAK- 

ER REAL ESTATE 
CO. (Inc.) 
Main Office, 1323 32d st. 


*Phone West 40. 1st Ward 
Branch, Pa. ave. & Rock 
Creek. "Phone W. 544. 


Washington, D. C, 





Very Convincing. 





Let Us Put 

Tenants in Your 
Houses and Col- 
lect Your Rents. 


The very condition of our 
list of vacant houses at pres- 
ent argues in the strongest 
possible terms for your plac- 
ing your property in our 
hands. We need more houses 
right now to meet an actual 
demand. If any of your 
property is lagging unprofit- 
ably on your hands, place it 
with us and we’ll find the 
tenant who wants it. 

The department of renting 
and managing property here 
is organized in a manner 
that results in the best pos- 
sible service to owner and 
tenant alike. It is conduct- 
ed by men whose sole busi- 
ness it is to look out for the 
houses under their charge— 
to keep them rented—to bring 
them to the very limit of 
profitableness to their own- 
ers. Their ‘record of suc- 
cesses in the management of 
Real Estate is a conclusive 
argument with every owner 
who seeks the very best pos- 
sible service. 

To _reiterate—we need 
more houses to meet a de- 
mand we have created. Let 
us have yours. We can ob- 
tain tenants at once, 


MOORE & HILL, (Inc.), 
7i7 r4th St. N. W., 





Washington, D. C, 














Washington, D. C. 
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COMMERCIAL ART CRITICISM 





BY GEORGE ETHRIDGE, 


READERS OF FRINTERS' 
CRITICISM OF COMMERCIAL ART 





In an advertisement, as on the 
stage, the position of prominence 


is down by the footlights. If the 
ladies and gentlemen who appear 
in the advertising sections of the 
magazines could speak, they would 
probably protest vigorously against 
being put away back at the rear 
of the stage, so to speak, where 
their attractiveness is overshadow- 
ed or invisible. 

The girl in the Figprune adver- 


es — 
\ Cieater 9 








t To Put. 


H@ on your grocery list . Ali ib.package 
sy} make 30¢u 4 


BE cocoa Or chocolate as a 
Made of 54 per vent Figs and Prunes; 46 per 
cent Grains. i 
If Your Grocer Doesn't Sell It 
send us bis name and we'll ut 
a liberal sample and booklet FREE, 
FIGPRU! ie. 


See our exbibit | he Sante Clare Ballding 
nat St. ‘Loals Exposition. ; 





tisement reproduced here is doubt- 
less very charming, but she is 
placed so far back that there is no 
means of telling whether she is or 
not. There was no necessity for 
showing the entire desk upon 
which the lady is writing, with all 
its contents, nor is the value of 
the picture as an advertisement en- 
hanced because the chair upon 
which the lady sits is shown—per- 
haps as an evidence of the fact 
that she is not sitting on thin air. 

This advertisement is curiously 
twisted, anyway. The most im- 
portant thing in the picture—or 


INK WILL RECEIVE, 
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33 UNION SQUARE,N.Y. 


FREE OF CHARGES 
MATTER SENT TO WR. ETHRIDGE. 












in any picture—is the girl, and she 
is put back in the dim distance. 
The least important thing in this 
picture is the cup, and that is 
brought down to the foreground 
and exaggerated unduly. 

In the illustration marked No. 2 
the objection noted above has been 
eliminated, and the result is a pic- 
ture more attractive and useful! for 
advertising purposes, and one 





which will print and look well al- 
most anywhere. 
* * * 


The magazine advertising of Ed. 
V. Price & Company, of Chicago, 
which has lately made its appear- 
ance, is attracting considerable at- 
tention, for the reason that it is so 
widely different from the clothing 
advertising which is a familiar 
feature of our magazines, 

These advertisements are illus- 
trated by the picture of an owl, 
and are marked by extreme sim- 
plicity. 

The ad reproduced here is a 
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good example of those which have 
so far appeared. There is nothing 
remarkable or particularly beauti- 
ful about the illustrations used, but 
they possess a certain amount of 
individuality and. distinctiveness, 
and the advertisements are unusual 
enough to attract attention. So 
far the series has been distinctly 
good, and perhaps will do the ad- 
vertiser as much good as if he fol- 
lowed the style set by his competi- 
tors. 

We have had so many extremely 
beautiful young men in clothing 
advertising lately that perhaps it is 
being a trifle overdone. It is true 
that the illustrations referred to 








=r 
We run large, modern, well equipped shops, 
employing several hundred skilled cutters 
end tailors. 


We make to measure, for men we never sez, 
one hundred thousand suits and overcoats 
per annum. 

Our extraordinary facilities and volume of 
business enables us to practice great economy. 
For 820 to 085, which is no more than you 
pay for a ready-made suit or overcoat, we 
will make your clothes to measure, just as 
you want them, and they will be better 
clothes than local tailors with their limited 
facilities will sell you for 1007 more money. 
Better investigate — write us for the name 
of the merchant in your town who will 
show our woolens and take your measure. 


Ed. V. Price & Company, Merchant Tailors, 
Chicago. 


ern civilization have nothing to do 
with the case. “Every humane 
heart” will not rejoice when the 
Ericsson Pump gets into the Phil- 
ippine Islands—as a matter of fact, 
mighty few humane hearts will 








A FILIPINO WATER -CARRIER. 


Child labor in the Philippine Islands is one 
of the sad conditions with which our mod- 
ern civilization was fi d when the 
United States assumed power. Much has 
been done to relieve it, and more yet re- 
mains to be done. Every humane heart 
must rejoice at the introduction of the 


Hot-Air Pump 


into these islands. For what is harder labor 
than carrying water by hand? A little 
machine, therefore, which is practically 

st tant in action, and which 














are works of art, and that the 
young men are irreproachable, but 
there is always a possibility of 
getting too much of even the best 
of things. 

* * * 


This advertisement of the Rider- 
Ericsson Hot Air Pump is good 
in a way, but it might be better. 

The Filipino water-carrier has 
nothing in particular to do with the 
hot air pump, but the connection 
is close enough to pass muster. 

The trouble with this advertise- c 
ment is an attempt to weave a 
garland of sentiment about the 
pump advertised, and it doesn’t 
work. The sad conditions of mod- 


Operates at a nominal cost, brings relief and 
opportunity, where before were only drudg- 
ery and endless toil. Here are illustrated the 
two extremes—the hardest and the easiest 
way of supplying water: take your choice. 
ih jerzin scuet 


reine sn the Taw 
sieihe x the bath, the ine m, the garden, or t! 
Its abundant supply isever present. a cooling joy 
dunny tl ot weather. Destinnive Ci 
bad bad ication. 


Pump does a 







35 Warren St. 

4 Dea ant 
r9 N 7th St., inate 
Temente- Rey 71, Havan javana, Cube ° 
279 brankli 


oo Srin st. Se. Monreal P.2. 











ever know anything about it, or 
care anything about it. 

These far- Fetched attempts to be 
“gushing” about an ordinary ar- 
ticle of commerce are always in 
bad taste, and, instead of doing any 


lo 
e 
e 
i 
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good, they take the reader’s mind 
away from the article advertised, 
and leave him in doubt as to 
whether he has been reading his- 
tory or an article on the evils of 
imperialism. Such things don’t 
mix, and it is better not to try to 
make them mix, 
* * « 

_ The President Suspender adver- 
tising is always interesting. The 
magazine ad reproduced here is a 
good example of a series which has 
recently been running. This ad 
shows up the suspender in good 
shape, and the way the suspenders 
are shown is an object lesson in 
the way they work when in use. 
This is a great thing in an adver- 


tisement—not only to show the 
Pinte axioms ard. Weak te A Wise GP acs cA art 








goods in an attractive way, but to 
make the picture tell the story of 
their quality or their superiority. 
Of course, you can’t do these 
things in every case. Not many 
articles are adapted to illustration 


in this way. 
* * * 
The series of advertisements 


which the Curtis Publishing Com- 
pany has been running in various 
magazines is an extremely good 
one. An advertisement typical of 
this series is reproduced here. 
These ads have been particular- 
ly good, because they have been so 
tempting to the small boy. As an 
excellent means of increasing the 
circulation of the Saturday Even- 
ing Post, these advertisements 
have urged the youth of the land 
to get busy and sell that publi- 





cation to neighbors and friends. 
The ads have been so written and 
illustrated that the youngster just 













ANY BOY 
can earn money in 
spare time, selling 


THE 

SATURDAY 

EVENING 
POST 


No money required to begin. 
We pay all expenses. Toany 
boy who will try the plan we 
will send 10 copies of the 
magazine, to be sold at 5 cents 
each. After that all that is 
required at wholesale prices. 
You can'start this week. Write 
to-day for -the magazines, and 
get to work, We also send free 
a booklet, ‘Boys Who Make 
Money,” written by some of 
our most successful boys. It 
tells you how to get the best 
results. 


$250 IN CASH 


es Extra Prizes for those 

who do good work next 
month, 

The Curtis Publishing Company 

3551 Arch Street 

Philadelphia 
































itches to get out and hustle for 
the Post. 
sii Rice ees cee 

A PRACTICAL piece of literature for dis- 
tribution at the World’s Fair is the 
folder of the Yale & Towne Mfg. Co., 
New York, describing its exhibit of 
hoisting blocks. A map of the grounds 
is a feature much appreciated by visitors 
to St. Louis. 
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The Progressive 
Real Estate Dealer 


is interested in advertising in its 
various forms. PrRinTeRS’ INK 
‘will bring to his attention every 
week what’s going on in the ad- 
vertising world. It will tell him 
how others advertise; it will tell 
him about ways, mediums and 


schemes. The brightest business 
men in this country are subscrib- 
ers to PRINTERS’ INK, and what’s 
good for them in the paper is 
good also for the bright real 
estate dealers--and many of them ~ 
are already subscribers. 





The regular subscription price to PRINTERS’ INK is 
Five Dollars a year; if you subscribe between now and 
December 31, 1904, you may have the paper for TWO 
DOLLARS a year; if you send a check for Ten Dollars 
the paper will come for five years. This offer is only 
good for the time stated, and no longer. if 











